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with  JOA  partner,  Seattle 
Post-Intelligencer  Page  14 
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game 


From  left:  SALES  EXECUTIVE  OF  THE  YEAR:  Elyse  Salpeter,  senior  account  executive/display  sales,  USA  WEEKEND;  MANAQER 
OF  THE  YEAR:  Robert  Collins,  group  president  of  the  New  Jersey  Newspaper  Group  and  president  and  publisher  of  the  Asbury  Park  (N.J.) 
Press  and  Home  News  Tribune  at  East  Brunswick,  N.J.;  CORPORATE  STAFFER  OF  THE  YEAR:  Don  Stinson,  vice  president/advertising 
in  the  Newspaper  Division  and  president  of  the  Gannett  Retail  Advertising  Group;  and  DIVERSITY  AWARD:  Batt'e  Creek  (Mich.)  Enquirer, 
represented  by  Cynthia  Spencer,  human  resources  director,  and  Ellen  Leifeld,  president  and  publisher. 


Gannett 's  "Unsung  Heroes,"  selected 
from  nominations  companywide,  are, 
from  left:  Chuck  Weaver,  nea^sroom 
operations  manager,  KTHV-TV,  Little 
Rock,  Ark.;  Brian  Keigher,  operations 
zone  manager,  USA  TODAY,  Chicago, 
III.;  Cathy  Smith,  office  manager. 
Multimedia  Cablevision/  Hutchinson 
District,  Kansas;  Jeff  Hutchinson, 
assistant  building  manager.  The  Herald' 
Dispatch,  Huntington,  W.Va.;  Karen 
Carpenter,  contract  clerk/advertising 
accounting,  Detroit  Newspapers  and 
The  Detroit  News;  Curtis  Kelly,  senior 
press  operator,  Argus  Leader,  Sioux 
Falls,  S.D.;  and  Joyce  Paradis,  executive 
assistant.  Newspaper  Division/Corporate 
Headquarters,  Arlington,  Va. 


Best  in  the 


Business^ 


We  value  our  people ,  and  we 
believe  in  recognizing  the  best. 


That’s  what  we  did  recently  in  announcing  winners  of  several 
significant  company  awards  and  accompanying  cash  prizes. 

From  the  Unsung  Heroes  to  the  Manager  of  the  Year,  these  people 
were  simply  outstanding. 

They  help  make  Gannett’s  newspapers,  television  stations  and  cable 
systems  the  best  in  the  business. 
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The  Power 
of  Insight 


MEDIA  MANAGEMENT 
UBRARY 
Volume  1 

Gel  the  management  ideas  you 
need  from  NMC,  Northwestern 
University’s  media  management 
center.  NMC  brings  together 
four  of  their  most  popular 
publications  in  one  vital 
management  tool. 

VOLUME  1  BRINGS  YOU; 

Values.  Culture.  Content. 

How  vision  and  a  culture  of 
excellence  create  newspapers 
that  connect. 

In  Their  Prime:  Motivating 
Senior  Reporters  shows  how 
to  boost  achievement  with  advice 
from  the  experts:  star  performers. 

Inside  Newsroom  Teams 

goes  beyond  the  hype  and 
hearsay  to  reveal  the  foundations 
of  successful  newsroom  teams. 

The  Changing  Reader  paints 
a  picture  of  the  changing  lives  of 
readers-and  how  it  will  forever 
alter  newspapers. 

Get  the  Media  Mam^ement 
IJt>rary  Vohime  1  from  NMC,  call 
847.491.4900  or  send  $53.00  to: 

Management  Library 
NMC 

1007  Church  St.  Suite  312 
Evanston,  IL  60201 


Make  checks  payable  to  NMC.  Please 
indicate  complete  shipping  information 
(allow  14  days  for  delivery.) 
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E<S?P  CALENDAR 


FEBRUARY  9  National  Writers  Union,  Workmen’s 
S  M  T  W  T  F  s”  Circle,  New  York,  N.Y. 

- 1 ^ — §.  17-20  E&P  Interactive  Newspapers  Conference 

7  8  9  10  11  12  13  _ ^ 

14  15  16  17  18  19  20  99,  Hyatt  Regency,  Atlanta,  Ga. 

21  22  23  24  25  26  27  24-26  American  Association  of  Advertising 

28  Agencies  Media  Conference  &  Trade 

Show,  New  Orleans,  La. 

Suburban  Newspapers  of  America  Spring  Publishers  Conference, 
Marquis  Resort,  Palm  Springs,  Calif. 

Maryland  Delaware  DC  Press  Association  Convention,  Columbia 
Sheraton,  Columbia,  Md. 

World  Association  of  Newspapers,  Newspaper  Advertising 
Conference,  Lisbon,  Portugal 

Inland  Press  Association  Weekly  Newspaper  Publishers 
Conference,  Tucson,  Ariz. 

Inland  Press  Association  Key  Executives  Conference,  El 
Conquistador,  Tucson,  Ariz. 


4-8  National  Association  of  Hispanic  Pub- 
S  M  T  W  T  F — s”  lications  Annual  Convention,  Waterfront 

1  2  3  6  Hilton,  Huntington  Beach,  Calif. 

1- — ^  .8.  .10  .11 . I?  .13  5-7  Great  Lakes/Midstate  Newspaper 

14  15  16  17  18  19  20  r.  j  ^  ^  .  ^  . 

21  22  23  24  25  26  27  Production  Conference,  Holiday  Inn 

28  29  30  31  Select  Convention  Center,  St.  Louis,  Mo. 

10-12  New  England  Newspaper  Association 

Convention.  Westin  Hotel,  Boston,  Mass. 
National  College  Media  Spring  Convention,  Marriott  Marquis, 
New  York.  N.Y. 

National  Newspaper  Association  Government  Affairs  Conference, 
Hyatt  Regency  on  Capitol  Hill,  Washington,  D.C. 
independent  Free  Papers  of  America  Spring  Conference,  Adams 
Mark  at  the  Florida  Mall,  Orlando,  Fla. 

Society  of  Professional  Journalists  Region  One  Annual 
Convention,  The  Omni,  New  Haven,  Conn. 

Inter-American  Press  Association  Mid-year  Meeting,  Hotel 
Wyndham,  Montego  Bay,  Jamaica 

Inland  Press  Association  Editors  Conference,  Chicago,  Ill. 
America  East  Newspaper  Operations  &  Technology  Conference, 
Hershey  Lodge  &  Convention  Center,  Hershey,  Pa. 
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Southeastern  Advertising  Publishers 
Association  Spring  Conference,  Hampton 
Inn  Broadway,  Myrtle  Beach,  S.C. 
Midwest  Free  Community  Papers  Spring 
Meeting,  Inn  at  University,  West  Des 
Moines,  Iowa 


Attn:  Vendors  ...  Go  to  the  E&P  Buyer’s  Guide 
to  find  out  about  advertising  opportunities,  or 
call  Eileen  Long,  E&P  Classified  Advertising 
Manager  for  more  details.  (212)  675*4380, 
ext.  170.  Eileenl@mediainfo.com 


Note:  To  list  events,  please  fax  Jennifer  Waber  at  (212)  691-7287. 
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HOT  TYPE 


Tribune’s  Siskel 
taking  break 

Movie  critic  Gene  Siskel  is  taking  an 
indefinite  leave  of  absence  from  his 
Chicago  Tribune  column  and  his  syndi¬ 
cated  “Siskel  &  Ebert”  television  show 
with  Chicago  Sun-Times  reviewer 
Roger  Ebert. 

Siskel  says  he  is  taking  the  break  on 
the  advice  of  doctors  to  help  in  his  recu¬ 
peration  from  emergency  brain  surgery 
last  May  1 1 . 

Siskel  had  bounced  back  quickly  from 
that  operation  to  remove  a  growth,  and 
within  a  few  days  was  phoning  in  reviews 
to  “Siskel  &  Ebert.” 

While  continuing  rehabilitation  at 
his  home  in  Chicago,  Siskel  will  also 
take  a  break  from  his  duties  as  a  movie 
columnist  for  Tribune  Media  Services 
and  TV  Guide. 

He  says  he  expects  to  resume  reviews 
in  the  fall.  No  further  details  about  plans 
for  the  famous  syndicated  TV  show  were 
available  at  press  time. 

—  Mark  Fitzgerald 


LA  papers  buy 
direct  marketer 

Competing  California  newspapers  are 
teaming  up  in  the  direct  marketing  arena. 
The  Los  Angeles  Times  and  Los  Angeles 
Newspaper  Group  (LANG)  have  bought 
California  Independent  Postal  System 
Marketing  Group,  a  Southern  California- 
based  deliverer  of  advertising  preprints, 
for  an  undisclosed  sum. 

The  purchase  will  enable  the  newspa¬ 
pers  to  offer  weekend  inserts  and  direct- 
mail  distribution  services  to  major  retail 
advertisers  in  the  five-county  Los  An¬ 
geles  area. 

LANG’s  parent  company.  Garden  State 
Newspapers,  is  an  affiliate  of  William 
Dean  Singleton’s  MediaNews  Group. 
LANG  publishes  the  Los  Angeles  Daily 
News,  Long  Beach  Press-Telegram,  San 
Gabriel  Valley  Tribune,  Pasadena  Star- 
News  and  Whittier  Daily  News. 

It’s  not  the  first  time  the  two  groups 
have  collaborated  in  advertising.  Last 
May,  LANG  began  participating  in  the  Los 
Angeles  Times'  midweek  direct  marketing 
program.  Times  Direct.  —  Lucia  Moses 


Neuharth  to  get 
satisfaction 

He’s  no  Mick 
Jagger,  but  the 
summer  tour  being 
planned  by  USA 
Today  founder  A1 
Neuharth  and  his 
new,  mobile  news 
museum  may  just 
rival  that  of  the 
Rolling  Stones. 

The  showboat¬ 
ing  retired  Gannett 
Co.  exec  and  founder  of  Freedom 
Forum’s  Newseum  wants  to  get  some  sat¬ 
isfaction  with  NewsCapade,  a  traveling 
version  of  the  news  museum  in  Arlington, 
Va.  Resurrecting  his  BusCapade  and 
JetCapade  escapades  for  Gannett, 
Neuharth  plans  a  tour  on  the  magnitude 
of  a  major  rock  act:  two  52-foot  trailers 
filled  with  memorabilia,  videos,  and 
newsroom  artifacts. 

The  traveling  museum  aims  to  visit 
30  cities  from  coast  to  coast  beginning 
in  April.  —  Joe  Strupp 


Kingsbuty-Smith 
of  Hearst  dies 

Joseph  Kingsbury-Smith,  a  former 
journalist  for  Hearst  Newspapers  and 
publisher  of  the  now-defunct  New  York 
Journal- American,  died  Feb.  3  at  his 
home  in  suburban  Virginia.  He  was  90. 

Kingsbury-Smith  worked  60  years 
for  Hearst,  where  he  started  as  a  16- 
year-old  copyboy  at  the  International 
News  Service.  He  spent  the  next  34 
years  with  the  INS,  holding  posts  in 
New  York,  London,  and  Washington. 
He  retired  in  1997  as  vice  president  and 
director  for  Hearst. 

In  the  1940s,  Kingsbury-Smith  made 
headlines  around  the  world  with  his 
correspondence  with  Soviet  Premier 
Joseph  Stalin  during  the  Soviet  block¬ 
ade  of  Berlin. 

He  shared  the  Pulitzer  Prize  with 
Hearst  colleagues  William  Randolph 
Hearst  Jr.  and  Frank  Conniff  for  interna¬ 
tional  reporting  for  their  1955  inter¬ 
views  with  Nikita  Krushchev  and  other 
Soviet  leaders. 

In  1959,  he  was  named  publisher  of 
The  Journal- American.  He  also  served 
as  European  director  before  being 
named  national  editor  for  Hearst  News¬ 
papers  in  1976.  —  Lucia  Moses 


‘Photo  of  the  Month’  debuts 


Janet  Blackmon  Morgan 


This  striking  Associated  Press  photograph  of  clammers  by  Janet 
Blackmon  Morgan  at  The  Sun  News  of  Myrtle  Beach,  S.C.,  launches  a 
new  Editor  &  Pubiisher  feature:  Photo  of  the  Month.  This  competition 
is  open  to  one  and  all.  Submissions  should  be  sent  by  mail  to  Kimberly 
Scheck,  News  Editor,  E&P,  11  W.  19th  St.,  New  York,  NY  10011. 
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NEWS 

Pew  Center  launches  statelme.org 


Web  wire  to  provide  info 
on  state  government  news 

by  Kelvin  Childs 

As  governmental  power  and  money 
have  shifted  from  Washington  to 
the  state  capitals,  the  media  hasn’t 
always  devoted  enough  resources  to  cov¬ 
ering  state  government.  Now  a  new  Web 
site  aims  to  help  reporters  get  solid  infor¬ 
mation  on  key  topics  of  local  concern. 

Stateline.org  (http://www.stateline.org) 
is  a  three-year  project  of  the  Pew  Center 
on  the  states.  It  is  supported  by  a  $4.2 
million  grant  from  the  Pew  Charitable 
Trusts,  administered  by  the  University  of 
Richmond. 

Launched  Jan.  25,  the  Web  site  focuses 
on  state  government  news,  offering  statis¬ 
tics,  news  stories,  and  an  area  to  post 
queries  to  experts.  The  executive  director 
is  Ed  Fouhy,  founder  of  the  Pew  Center 
on  Civic  Journalism,  and  the  deputy 
director  and  managing  editor  is  Gene 
Gibbons,  former  senior  White  House  cor¬ 
respondent  for  Reuters. 

The  impetus  for  Stateline  was  “devolu¬ 
tion,”  the  shift  of  money  and  power  ftom 
the  federal  government  to  the  states  over  the 
past  20  years.  Examples  include  the  consol¬ 
idation  of  dozens  of  federal  job  training 
programs  into  a  $24  billion  block  grant  and 
the  shift  of  welfare  from  a  federal  entitle¬ 
ment  to  a  state-administered  program. 

“The  states  have  always  been  the  labo¬ 
ratories  for  democracy,  and  more  so  now,” 
Fouhy  says.  However,  Gibbons  adds,  “At 
the  same  time,  there’s  been  a  marked 
decline  in  the  coverage  of  statehouses.” 

A  study  in  the  July/August  1998  issue 
of  American  Journalism  Review  (AJR) 
found  that  27  states  have  fewer  reporters 
covering  state  government  full  time  than 
they  did  in  the  early  1990s.  Fouhy  found 
similar  results  in  his  own  January  1998 
study  of  eight  states. 

Reasons  include  the  closings  of  sever¬ 
al  newspapers,  mergers  and  consolida¬ 
tions  of  others,  shrinking  news  holes,  and 
a  lessened  interest  in  political  news  on  the 
part  of  publishers,  editors,  and  readers. 
Also,  the  state  capital  isn’t  the  prestige 
beat  it  once  was.  Now  the  star  reporter  is 
the  one  who  produces  the  big  Sunday 
takeout,  Fouhy  says. 

Local  television  has  largely  walked 
away  from  covering  politics.  Stations  in 


i  the  major  TV  markets  in  California  devot- 
I  ed  only  one-third  of  1  %  of  their  news  pro- 
j  gramming  to  coverage  of  the  1998  gover- 
I  nor’s  race,  according  to  a  study  by  the 
j  University  of  Southern  California  Annen- 
berg  School  for  Communication. 

Gene  Roberts,  former  managing  editor 
!  of  The  New  York  Times,  in  a  lecture  at  the 
!  University  of  North  Carolina-Chapel  Hill 
j  last  April,  said  that  newspapers  must  be 
i  indispensable  to  the  serious  reader.  “This 


means  more  news  coverage  in  depth  and 
breadth,  especially  coverage  of  state  gov¬ 
ernment  because  it  is  involved  in  so  many 
issues  of  vital  interest  to  our  readers,”  he 
said.  “Alas,  many  newspapers  —  I  would 
argue  the  overwhelming  majority  of  them 
—  are  going  the  other  way.  Statehouses 
are  increasingly  under-covered  even  as 
they  grow  increasingly  more  important.” 

Veteran  political  reporter  David  Broder 
see  Stateline  on  page  53 


Federal  court  blocks 
antl-porn  Web  act 

Newspapers,  other  publishers  opposed  measure 


I  by  Kelvin  Childs 

A  federal  judge  in  Philadelphia  on 
Feb.  1  extended  an  injunction 
blocking  the  Child  Online  Protec- 
!  tion  Act  (COPA)  from  taking  effect. 

I  “While  the  public  certainly  has  an  interest 
in  protecting  its  minors,  the  public  interest 
is  not  served  by  the  enforcement  of  an 
i  unconstitutional  law,”  U.S.  district  judge 
!  Lowell  Reed  Jr.  wrote.  He  ordered  the 
'  Justice  Department  not  to  enforce  the 
I  measure  until  a  lawsuit  on  its  constitution¬ 
ality  is  resolved. 

Justice  Department  spokesman  John 
i  Russell  says  the  agency  is  studying  the  rul- 
;  ing  and  deciding  whether  to  appeal  the  case. 
The  measure,  which  forbids  dissemination 
of  material  deemed  “harmful  to  minors,”  is 
aimed  at  commercial  pomographers. 

I  But,  Reed  wrote,  “There  is  nothing  in 
i  the  text  of  the  COPA,  however,  that  limits 
i  its  applicability  to  so-called  commercial 
!  pomographers  only.  ...  Because  COPA 
{  applies  to  communications  which  include, 
I  but  are  not  necessarily  wholly  comprised 
of,  material  that  is  harmful  to  minors,  it 
logically  follows  that  it  would  apply  to 
i  any  Web  site  that  contains  only  some 
I  harmful  to  minors  material.” 

COPA  is  also  opposed  by  publishers 
,  who  fear  that  content  like  the  Starr  Report 
might  be  covered  by  the  law. 
j  COPA  often  is  called  “CDA II,”  because 
i  it  is  similar  to  the  Communications 
Decency  Act,  which  was  stmck  down  by 
the  U.S.  Supreme  Court  in  1998  as  being 
an  unconstitutional  block  on  the  free 


speech  rights  of  adults.  However,  COPA 
uses  the  “harmful  to  minors”  standard, 
while  the  CDA  sought  to  block  “indecent” 
material.  In  either  case,  Reed  wrote,  “The 
Supreme  Court  has  repeatedly  stated  that 
the  free  speech  rights  of  adults  may  not  be 
reduced  to  allow  them  to  read  only  what  is 
acceptable  for  children.” 

The  COPA  requires  Web  sites  offering 
materials  harmful  to  minors  to  verify  any 
user’s  age  before  allowing  access.  Penal¬ 
ties  include  criminal  and  civil  fines  up  to 
$150,000  per  day  per  violation  and  jail 
terms  up  to  six  months. 

President  Clinton  signed  COPA  into 
law  in  October,  and  the  American  Civil 
Liberties  Union  (ACLU)  filed  suit  in 
November,  winning  two  temporary  in¬ 
junctions  against  the  law.  Reed’s  decision 
came  the  day  the  second  temporary  in¬ 
junction  against  the  law  expired. 

Sixteen  plaintiffs  joined  the  ACLU 
suit,  including  Salon  (a  Webzine)  and  the 
Internet  Content  Coalition,  whose  mem¬ 
bers  include  the  New  York  Times  Elec¬ 
tronic  Media  Co.,  Reuters  New  Media, 
CBS  New  Media,  Time  Inc.,  C/Net,  War¬ 
ner  Brothers  Online,  MSNBC,  Playboy 
Enterprises,  Sony  Online,  and  ZDNet. 

Filing  friend-of-the-court  briefs  on  the 
ACLU’s  side  were  the  Newspaper  Asso¬ 
ciation  of  America,  the  National  Newspa¬ 
per  Association,  the  American  Society  of 
Newspaper  Editors,  the  Society  of  Profes¬ 
sional  Journalists,  and  the  Magazine  Pub¬ 
lishers  of  America. 

The  case  is  No.  98-5591,  Reno  V5.  the 
ACLU  II.  WM 
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Kansas  daily  helps  nab  24  of  ‘50  nnost  wanted’  fugitives  in  two  weeks 

by  David  Noack 


tie  bit  differently.  We  are  going  to  evolve 
the  proces.s.  The  next  time  we  will  have 
some  ‘teasers’  in  the  paper  a  couple  of 
weeks  in  advance,  to  tell  readers  that  com¬ 
ing  soon  is  Shawnee  County’s  Most 
Wanted  II.”  says  Pierce. 

He  adds  that  there  are  6,000  out.standing 
arrest  warrants  in  the  Topeka  area,  so  there’s 
no  lack  of  copy  for  future  ads. 

■‘These  are  people  who 
are  trying  to  elude  custody, 
or  they  may  be  career 
offenders  that  we  have 
good  reason  to  believe  that 
they  know  there  is  a  charge 
against  them  and  they 
haven’t  turned  themselves 
in.  These  are  the  people 
that  typically  would  not 
respond  to  a  letter  from  the 
court  asking  that  they  turn 
themselves  in,”  says  Pierce. 

Denver  detective  Manny 
Alvarez  says  that  until  this 
point  there  has  been  one  ad  a 
year.  But  this  year,  two  ads 
are  being  prepared.  The  first 
“most  wanted”  ad  is  slated 
for  later  this  month  and  will 
feature  suspects  wanted  on 
domestic  violence  charges 
and  warrants.  The  second  ad 
will  probably  run  in  late 
spring  or  early  summer. 
Detective  sgt.  Bill  Chew, 
who  oversees  the  Denver  ad  effort,  says 
that  between  50%  to  60%  of  the  suspects 
listed  in  the  ad  are  caught. 

“The  Ia.st  ad  that  ran  was  in  May  1998, 
and  we  captured  30  of  the  50  individuals 
that  appeared  in  the  ad,”  Chew  says. 

Tracy  Ulmer,  promotions  and  communi¬ 
ty  relations  manager  at  the  Denver  Post, 
says  the  ads  are  run  as  a  community  service. 

“We’ve  been  doing  the  most  wanted  ads 
two  times  a  year  with  the  metro  area  police 
task  force  and  crime  stoppers.  The  police 
send  us  the  photos  and  what  they  are  want¬ 
ed  for;  we  scan  them  in  and  make' ...  an  ad. 
The  ad  runs  on  Sunday  as  a  must  run  for 
wider  readership;  we  give  it  to  them  free  as 
a  public  service”  says  Ulmer.  [■ 


Advertising  pays.  Crime  doesn’t. 
That’s  what  some  suspects  are  prob¬ 
ably  thinking  after  they  received  a 
dose  of  unwanted  publicity  in  the  form  of 
a  public  service  “most  wanted”  ad  appear¬ 
ing  in  The  Topeka  (Kan.)  Capital-Journal. 

The  full-page  ad,  which 
ran  on  Sunday,  Jan.  24,  fea¬ 
tured  50  individuals  who 
are  wanted  on  a  variety  of 
charges,  from  probation 
violations,  selling  narcotics, 
and  assault  and  battery. 

The  newspaper’s  advertis¬ 
ing  and  production  depart¬ 
ments  lent  their  expertise  in 
putting  the  ad  together. 

Information  for  the  ads  was 
compiled  by  the  Shawnee 
County  Sheriff’s  Department 
and  Crime  Stoppers  of 
Topeka  Inc.,  a  nonprofit  citi¬ 
zens  action  group. 

Within  a  day  of  the  ad 
appearing,  16  of  the  top  50 
had  been  apprehended.  By 
24  of  the  sus- 


pjE  Topeka  OpiTAL-loi^^ 


tawv. 


last  week. 

pects  were  in  custody.  As  an  ;  'b— 

incentive.  Crime  Stoppers  '  ^  ipm 

also  offered  rewards  of  up  '  '  ^ 

to  $  1 ,000  per  tip.  The  Capital-Journal  in  Topeka,  Kan.,  ran  this  “most  wanted”  ad 

While  law  enforcement  in  a  recent  edition.  Poiice  say  the  ad  paid  off  with  good  tips, 

officials  expected  to  nab 
some  of  the  suspects,  they  were  surprised 
by  the  results  and  the  response  from  the 
public.  The  ad  worked  so  well  it  may  now 
appear  quarterly  in  the  paper. 

While  crime  news  —  from  the  most 
sensational  murder  to  the  police  blotter 
—  is  a  newspaper  staple,  publishing  a 
printed  and  localized  version  of  televi¬ 
sion’s  “America’s  Most  Wanted”  appears 
to  be  a  new  law  enforcement  ally  and  a 
way  for  a  newspaper  to  demonstrate  com¬ 
munity  concern. 

Capital-Journal  publisher  John  Goos- 
sen  says  when  the  sheriff’s  department 
and  Crime  Stoppers  approached  him  with 
the  idea,  he  thought  it  would  be  a  good 
community  service  to  run  the  ad. 


with  that.”  says  Goossen.  “The  advertisers 
just  did  not  feel  it  was  a  vehicle  for  them 
at  this  time.  I  believe  that  with  the  success 
it’s  had  that  when  we  run  it  again  later  this 
year  that  may  turn  around,”  says  Goossen. 

Major  Ken  Pierce  of  the  Shawnee 
County  Sheriff’s  Department  says  he  got 
the  idea  from  the  Denver  Metro  Fugitive 
Task  Force,  which  has  been  placing  simi¬ 
lar  “most  wanted”  ads  for  four  years  in 
The  Denver  Post  and  the  Denver  Rocky 
Mountain  News. 

“This  has  been  a  great  boon  for  us  from 
our  perspective.  ...  This  is  the  first  time 
we  did  it,  and  we  have  an  agreement  with 
the  Topeka  Capital-Journal  that  we  intend 
to  do  it  quarterly.  We  intend  to  do  it  a  lit- 
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Super  Bowl  coverage 
tackles  NFI!s  biggest 


by  Joe  Strupp 

The  Denver  Broncos’  Super  Bowl  vic¬ 
tory  in  Miami  gave  Denver’s  daily 
newspapers  a  chance  to  step  up  their 
long-running  circulation  battle  with  a  slew 
of  special  sections,  heavy  marketing  efforts, 
and  extra  editions  that  rolled  off  the  presses 
just  as  the  championship  game  ended. 

While  newspapers  have  long  used  home¬ 
town  sports  championships  to  boost  their 
sales  and  promotion.  The  Denver  Post  and 
Denver  Rocky  Mountain  News  took  such 
coverage  a  notch  higher  with  two  extra  edi¬ 
tions  each  following  the  victory  in  Miami 
on  Jan.  3 1  and  bumped  up  single-copy  runs. 

“Whether  you  are  in  a  circulation  war  or 
not,  you  maximize  sports  events,”  says 
Linda  Sease,  vice  president  of  marketing 
for  the  News.  “We  took  a  formula  from  last 
year  and  made  it  even  better.” 

Also  capitalizing  on  the  Super  Bowl 
hype  was  the  Atlanta  Journal-Constitution, 
which  hails  from  the  hometown  of  the 
Super  Bowl-losing  Falcons,  and  The 
Miami  Herald,  which  took  advantage  of  its 
city’s  position  as  host  of  the  big  game. 


ASSIGNMENT 

HOMICIDE 

e  Headlines 

is  available  in 
bookstores  or  call 
800-243-5644,  or 
contact  Sunstone  Press, 
PO  Box  2321,  Santa  Fe, 
NM  87504-2321, 
505-988-4418, 
or  fax,  505-988-1025 
Amazon  also  has  it 

Jeanne  Toomey  is  the  “matriarch"  of  The 
New  York  Press  Club.  The  sex  lives,  disas¬ 
ters,  comic  episodes  and  general  mayhem 
of  reporting  the  crime  news  of  New  York 
in  the  40’s  are  faithfully  recorded  in 
ASSIGNMENT  HOMICIDE. 

Heartaches,  Passionate  mix-ups  resulting 
in  sudden  death,  plane  crashes,  jail 
breaks,  complex  court  cases-every  kind  of 
disaster  -  were  daily  fare  for  reporters  in 
America’s  largest  city.  Here  is  their  story; 
uncolored,  unbiased,  bigger  than  life. 


For  each  newspaper,  the  event  meant  a 
chance  to  boost  circulation,  promote  its 
link  to  fans,  and  pump  up  ad  revenue. 
Although  the  Denver  newspapers  were  shy 
about  releasing  specific  revenue  increases 
from  the  game  coverage,  each  say  the 
event  boosted  their  income. 

“A  Bronco  game  sells  the  newspaper. 


I  parade  route,  she  adds. 

[  The  News  also  published  a  96-page 
[  book  celebrating  the  Broncos’  entire  sea- 
I  son  that  will  be  available  for  $9.95  through 
i  a  marketing  campaign  with  a  local  grocery 
store  chain. 

I  For  the  Journal-Constitution,  extra  cov- 
I  erage  began  with  a  special  10-page  section 
on  the  Sunday  before  the  Super  Bowl,  with 
I  an  additional  seven  pages  each  day  through 
Friday,  according  to  Don  Boykin,  assistant 
managing  editor  for  sports.  He  says  week- 
I  end  editions  also  included  special  sections, 
[  with  the  game-day  edition  carrying  a  28- 
page  pregame  tab. 

i  The  Atlanta  paper,  which  runs  both  an 
!  afternoon  and  morning  edition  under  corn- 


people  want  the  newspaper,”  says  Post  \  peting  names,  also  bumped  up  its  usual 


I  advertising  and  marketing  manager  Tom 
Philand.  “We  got  started  a  lot  earlier  than 
I  last  year  and  used  more  marketing.” 

j  The  Post  _ 

i  began  its  ' 

\  S  ti  p  e  T  I 

!  Bowl  hype  =  _ 

I  on  Jan.  24 

a  spe-  § 

cial  12-  I 
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THESUNMT] 

i  alone  sec- 

the  BB^^H 

Sunday  ^B  BBBB 

I  edition  ^ 

[  and  ran  similar  sec- 
!  tions  daily  through  game  day,  Philand 
-1  says.  He  says  an  extra  edition  of  the 
Sunday  paper  hit  the  streets  Just  as  the 
game  ended,  with  a  second  extra  on  news¬ 
stands  an  hour  after  the  final  gun  sounded. 

On  the  Monday  after  the  game,  the  Post 
printed  a  28-page  wrap  around  its  regular 
edition,  with  stories  on  the  game,  profiles, 
and  a  round-up  of  Super  Bowl  week.  Extra 
copies  of  the  Monday  paper  were  printed 
and  sold  at  a  parade  held  by  Denver  city 
officials  for  the  Broncos  on  the  same  day. 

Immediately  after  the  Broncos’  victory. 
News  hawkers  were  on  the  streets  with  two 
extra  editions.  The  first  was  a  15,000-run. 
preprinted  issue  that  had  anticipated  a 
Bronco  victory  and  went  on  sale  as  the 
game  ended,  while  the  second  offered  a 
larger,  20,000-copy  version  that  rolled  off 
the  presses  about  30  minutes  after  the  game. 

On  Monday,  the  News  published  a  52- 
page  Super  Bowl  tab  in  addition  to  its  reg¬ 
ular  16-page  sports  section,  according  to 
Sease.  She  says  the  paper  also  included  a 
16-page  Super  Bowl  wrap.  Thirty-five 
thousand  copies  of  a  special  parade  issue 
also  were  published  and  sold  along  the 


475,000  daily  press  run  by  40.000  copies  the 
day  after  the  game,  Boykin  says.  He  says  it 
would  have  been 
I  increased  by  as 

Imany  as  100,000 
copies  if  the 

_  _  ^  _  Falcons  had 

iNcWS  won  the  game. 

At  the  Miami 
cover- 

^^*^*^*i»*^*  age  also  turned 

Enver  Post  “p  ^ 

. - -  tbe  host  city’s 

"SSSSii  only  major  dai- 

ly  newspaper. 
B  B  Herald  circula¬ 

tion  director 
Wayne  Markham  says  the  extra  attention 
began  with  a  four-page  preview  of  the  NFL 
Experience  on  Jan.  21,  which  promoted 
NFL-related  events  leading  up  to  the  game. 

On  Jan.  24,  the  Herald  ran  the  first  of  12 
special  sections,  the  largest  of  which  was  a 
14-page  tab  on  Super  Bowl  Sunday,  says 
Markham.  The  Herald  bumped  up  the  press 
run  for  each  day  of  the  special  sections  by 
40,000  to  50,000  copies,  he  adds,  with  the 
largest  bump  of  80,(XX)  on  game  day,  he 
says.  The  Herald'^  regular  daily  circulation 
is  350,000,  with  477,000  on  Sundays. 

A  Herald  extra  edition  also  was  printed 
for  distribution  following  the  game  and 
handed  out  to  5,000  fans  leaving  the  stadi¬ 
um.  Five  thousand  copies  of  a  post-game 
extra  proclaiming  a  Falcons  victory  also 
were  ready  in  case  the  Atlanta  team  won. 

Markham  says  the  coverage  was  much 
larger  than  when  Miami  last  hosted  a  Super 
Bowl  in  1995,  the  year  the  San  Francisco 
49ers  beat  the  San  Diego  Chargers.  “It  was 
much  better  planning  [this  year]  done  by  the 
local  committee,”  he  says.  “The  number  of 
events  was  much  greater  and  there  was 
more  chance  for  people  to  participate.” 
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If  you  don’t  have  the  time  to  read 
this  ad,  you  should  read  this  ad. 


Meet  deadlines  more  easily  with  Dow  Jones  Interactive, 
your  single  online  resource  for  reliable  information. 


In  just  a  few  clicks,  you  can: 

•  Check  hicts  quickly  by 

confirming  statements  about 
people,  companies,  you  name  it. 

•  Save  time  by  searching  more 
than  6,000  global  sources  with 
key  words  and  phrases. 

•  Cover  your  beat  effortlessly, 

24  hours  a  day.  Our  news 
tracking  feature  continuously 
delivers  articles  on  any  topic. 

•  Hnd  story  ideas,  all  in 
one  place,  by  tapping  into 
top-quality,  credible  sources. 


Asia/Pacific 

852.2599.2279 


Europe/Middle  East/Africa 
44.171.832.8078 


Latin  America 

525.282.0960 


United  States/North  America 
800.369.7466 


E-mail 

djiinfo@wsj.dowjones.coni 
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As  publisher  of  The  Wall  Street 
JoumaT,  we  understand  what  you 
go  through.  We  handle  those  same 
challenges  quickly  and  easily  with 
Dow  Jones  Interactive,  a  news  and 
research  service  that  meets  the 
demands  of  journalists  because  it 
was  created  by  journalists. 


Take  a  free  tour  at 
djinteractive.com 
or  call  800-369-7466  to  see 
if  your  newsroom  qualifies 
for  a  FREE  30-DAY  TRIAL*! 


You  have  a  lot  to  do 
before  making  deadline. 
Find  story  ideas.  Dig 
for  facts.  Check  sources. 
Verify  information. 


Dow  Jones  Interactive” 

Everything  You  Really  Need  To  Know. 
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Super  Bowl  hits  Web 
in  the  numbers 


by  Joe  Strupp 

At  the  end  of  Super  Bowl  XXXIII, 
the  victorious  Denver  Broncos 
weren’t  the  only  ones  celebrating. 
Those  who  run  Web  sites  devoted  to  the 
big  game  also  had  reason  to  smile  after 
finding  that  their  Internet  pages  had  drawn 
more  revenue  and  fan  interest  this  year 
than  at  any  time  in  the  past. 

In  some  cases,  the  number  of  Web  page 
hits  more  than  doubled  for  sites,  while  rev¬ 
enue  increases  range  from  20%  to  300% 
for  some  online  locations. 

“I  think  we  had  exceptional  revenue,” 
says  Wes  Jackson,  general  manager  of 
InsideDenver.com,  the  Web  site  of  the 
Denver  Rocky  Mountain  News.  “We  got  a 
great  return.” 

Jackson  says  ad  revenue  for  the  Web  site, 
open  since  October  1997,  jumped  from 
$5,000  in  January  1998  to  an  estimated 
$20,000  for  January  1999.  He  also  says  the 
number  of  pages  viewed  rose  from  3  mil¬ 
lion  to  5.5  million  in  the  same  time  frame. 

The  new  ad  accounts  ranged  from 
national  clients  such  as  Fox  Sports,  the 
Mining  Co.,  and  Sports  Illustrated  to  local, 
Denver-based  Web  businesses. 

The  increased  Web  revenue  is  credited, 
in  part,  to  a  different  approach,  Jackson 
says,  which  involved  selling  larger  ads  to  a 
smaller  group  of  buyers,  thus  giving  each 
more  space.  “It  gave  them  a  position  to  bet¬ 
ter  maximize  results,”  he  says. 

At  DenverPost.com,  the  Web  site  of  the 
News’  main  competitor,  results  are  similar, 
according  to  Web  editor  Todd  Engdahl.  He 
says  Web  activity  jumped  from  3.2  million 
pages  viewed  in  January  1998  to  4.5  mil-  I 
lion  this  year. 

Engdahl  declines  to  provide  specific 
revenue  figures  or  name  new  advertisers 
but  says  at  least  two  additional  sports 
memorabilia  sellers  have  signed  on. 

For  AccessAtlanta.com,  the  Web  home 
of  the  Atlanta  Journal-Constitution,  the 
hometown  Falcon’s  trip  to  the  champi¬ 
onship  game  prompted  a  20%  boost  in 
Web  site  activity  and  twice  as  much  rev¬ 
enue  during  the  week  before  the  Super 
Bowl,  according  to  general  manager 
George  de  Golian. 

“We  continue  to  have  a  big  audience 

1  2 


when  there  is  a  major  event,”  says  de  Golian. 

In  Miami,  which  hosted  the  Super  Bowl, 
The  Miami  Herald  Internet  site,  Herald.Com, 
reports  a  $35,000  ad  revenue  increase  during  | 
the  Super  Bowl  weekend  compared  with  reg-  { 
ular  weekend  activity,  according  to  Rich  I 

DA  subpoenas 


by  David  Noack 

The  Dallas  Morning  News  and  The 
Jasper  (Texas)  NewsBoy  have  been 
ordered  to  turn  over  correspondence 
they  received 
from  a  murder 
defendant 
charged  with 
killing  a  black 
man  who  was 
dragged  to 
death  behind  a 
pickup  truck 
last  summer. 

Lee  Hancock, 
a  reporter  for  the 
Morning  News 
and  Michael 
Joumee,  manag¬ 
ing  editor  of  the 
NewsBoy,  a 
twice-weekly 
newspaper,  received  letters  from  John 
William  King,  who  is  on  trial  in  a  Jasper 
County  courtroom  for  the  murder  of  James 
Byrd  Jr. 

The  two  reporters  have  covered  the 
story,  which  has  gained  national  attention, 
since  it  broke  last  year  and  are  now  cover¬ 
ing  King’s  trial.  King,  along  with  two  oth¬ 
ers,  are  accused  of  murdering  Byrd.  All 
three  are  being  tried  separately. 

Jasper  County  District  attorney  Guy 
James  Gray  issued  two  subpoenas  in  late 
January. 

But  steps  have  already  been  taken  to 
sidestep  the  need  for  having  the  news 
reporters  testify  about  the  correspondence. 


Gordon,  the  Web  site’s  director.  He  also  says 
the  number  of  page  hits  increased  by  about 
20%  during  the  game  weekend. 

On  ESPN.com,  the  Web  arm  of  the  all¬ 
sports  cable  channel,  activity  nearly  doubled 
over  the  weekend,  from  3.5  million  page 
views  in  1998  to  6.3  million  this  year,  says 
Eric  Handler,  manager  of  communications. 

In  a  related  note,  CBS  Sportsline.com  says 
that  seven  major  national  advertisers,  includ¬ 
ing  Budweiser,  IBM,  and  Pepsi,  have  paid  a 
combined  $800,000  for  advertising  on  the 
network’s  Web  site,  which  provided  Super 
Bowl  coverage  and  merchandise.  Hi 


newspapers 


Early  last  week,  the  NewsBoy  submitted  an 
affidavit  and  the  original  copy  of  the  King 
letter  to  prosecutors.  The  affidavit  affirms 
the  authenticity  of  the  document  and  veri¬ 
fies  its  completeness.  The  Morning  Neva’s 
decided  to  post 
the  King  letters 
to  its  Web  site. 

In  the  case  of 
the  NewsBoy, 
Joumee  may  not 
be  required  to 
testify,  at  least 
during  the  ver¬ 
dict  phase  of  the 
trial  but  may 
have  to  testify 
later  during  any 
penalty  phase. 

For  the  News, 
posting  the  King 
letters  online  is 
one  way  to  pre¬ 
empt  the  prosecution,  by  arguing  that  the 
letters  are  already  in  the  public  domain. 

News  city  editor  Stuart  Wilk  says  that 
while  the  sought-after  letters  have  been  post¬ 
ed  online,  no  final  decision  has  been  made  in 
how  to  officially  respond  to  the  subpoena. 

“We  are  still  discussing  things  with  our 
lawyers,  but  I  can  say  that  this  seems  to  be 
a  trend  in  Texas,  that  more  prosecutors  are 
sending  subpoenas  to  reporters  in  criminal 
cases  because  of  court  decisions  in  this 
state  that  have  seemed  to  weaken  a 
reporter’s  claim  to  privilege,”  says  Wilk. 

He  says  Hancock  got  the  letters  after 
King  dictated  a  statement  to  his  father, 
which  was  then  typed  up  by  his  father  and 


Texas  papers  try  to  side-step  order  for  King’s  letters 


The  Jasper  NewsBoy  3, 


King  trial  iiury  selection  begins 


The  Jasper  NewsBoy  and  The  Dallas  Morning 
News  get  subpoenaed  to  produce  letters 
received  from  an  alleged  killer  on  trial  in  Texas. 
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(EXCEPT 

LAW-BREAKING 

EMPLOYERS) 


The  battle-cry  of  pious  Congressional 
Republicans  intent  on  impeaching  the 
President  has  been:  “No  one  is  above  the  law.” 
No  one?  What  about  unfair  employers  who  routinely 
break  the  law  when  they  fire  workers  who  want  to 
form  unions?  (When  the  National  Labor  Relations 
Board  attempts  to  do  its  job  and  protect  workers’ 
rights,  these  same  Republicans  try  to  cut  the  agency’s 
budget!) 

Joining  a  union  is  the  only  right  that  people  exer¬ 
cise  with  fear  in  their  hearts.  Each  year  10,000 
Americans  are  fired  for  suppornng  union  organizing,  a 
crime  that  never  makes  the  1 1  o’clock  news.  Except 
for  strikes  and  scandals,  unions  don’t  exist  in  today’s 
media. 

Do  the  numbers  lor  yourself:  Union  workers  earn 
up  to  one-third  more  than  non-union  and  are  more 
likely  to  have  pensions  and  health  benefits.  Surveys 
show  that  four  in  10  workers  who  are  not  currently  in 
a  union  would  join  one  if  their  employer  allowed 
them  a  free  choice. 

The  fact  they  can  be  fired  for  exercising  a  right 
guaranteed  by  law,  is  most  certainly  a  crime,  but 
apparently  not  a  newsworthy  one  —  giving  “law  and 
order”  Republicans  a  free  ride  to  wink  and  nod  at  the 
law-breakers. 

When  1  started  out  in  construction  in 
Philadelphia  in  the  late  1950’s,  almost  every  newspa¬ 
per  in  America  had  a  labor  reporter.  We  were  an 
important  story. 


Today,  only  a  handful  of  newspapers  still  have  labor 
beat  reporters  who  understand  issues  confronting 
working  people.  Which  helps  explain  why  reporters 
don’t  make  the  connection  between  the  decline  of 
unions  and  the  decline  of  wages  in  this  country. 

The  notion  that  employers  benefit  from  keeping 
unions  out  and  wages  low  is  not  written  about,  nor 
their  collusion  with  the  “soft  on  crime”  Republicans  in 
Congress. 

That  could  be  investigative  reporting  at  its  best  — 
that  is,  if  what  happens  to  working  people  stirred  any 
interest  with  today’s  media. 

Martin  J.  Maddaioni, 

General  President 


United  Association  of  Plumbers, 
Pipefitters  and  Sprinklerfitters 

PO  Box  37800 
Washington,  DC  20013 
(202)  628-5823 


given  to  Hancock,  along  with  a  handwrit¬ 
ten  letter  from  King. 

“The  contents  of  the  statement  that  the 
father  had  typed  up  was  the  basis  of  a  news 
story.  The  correspondence  that  was  directly 
to  Lee  from  John  King  really  had  no  sub¬ 
stantial  contents.  It’s  just  kind  of  peripheral 
in  its  significance,”  says  Wilk. 

Paul  Watler,  a  Dallas  attorney  who  is  rep¬ 
resenting  the  News,  says  the  prosecution 
may  believe  there  is  some  information  in  one 
of  the  letters  to  Hancock  that  places  him  at 
the  scene  when  the  crime  was  committed,  i 
“Making  reporters  into  private  investiga-  j 
tors  certainly  saves  some  time  and  effort  on  j 
the  part  prosecutors  or  law  enforcement  offi-  ! 
cials,”  says  Watler,  who  is  immediate  past  ! 
president  of  The  Freedom  of  Information  | 
Foundation  of  Texas.  i 

NewsBoy  publisher  Willis  Webb  and  | 
Joumee  say  an  affidavit  and  the  original  let-  j 
ter  was  given  to  prosecutors  last  week.  I 
“The  day  the  paper  [with  the  published  [ 
letter]  came  out  we  took  a  copy  to  both  the 
defense  and  the  prosecution  and  [the  pros¬ 
ecution]  decided  they  wanted  Michael  on 
the  witness  list  and  announced  that.  We 
talked  to  our  attorney,  and  it’s  really  not  a 
big  deal  since  you  already  published  the 
letter  and  since  it  doesn’t  really  have  any 
direct  bearing  on  the  trial,”  says  Webb. 

Webb  says  he  was  concerned  that  having  ; 
Joumee  testify  in  court  would  have  prevent-  | 
ed  him  from  continuing  to  cover  the  trial.  ! 

“That  is  extremely  important  to  us  here  j 
because  we  are  a  little  weekly  and  frankly  j 
Mike  and  one  other  person  and  a  graphics  j 
page  layout  person  are  the  only  people  in  ' 
the  newsroom.  It  was  a  real  pinch  person¬ 
nel-wise  for  us  so  we  had  all  that  to  con¬ 
sider  in  the  decision,”  says  Webb.  The 
paper  has  a  circulation  of  6,100.  ' 

Gray,  the  county  prosecutor,  says  that 
even  though  the  Nen’s  published  the  corre¬ 
spondence,  he  still  needs  the  original  docu¬ 
ments  for  evidence. 

“One  of  the  defendants,  in  effect,  makes 
a  statement,  his  version  of  what  happened 
in  times  and  places  and  so  forth  to  The 
Dallas  Morning  News  and  that  is  some¬ 
thing  the  jury  ought  to  read,”  says  Gray. 

He  believes  that  having  a  reporter  testi¬ 
fy  about  the  authenticity  and  accuracy  of 
the  correspondence  will  not  create  a  con¬ 
flict  of  interest  for  the  journalist,  who  is 
covering  the  trial. 

“We’re  not  talking  about  a  reporter 
interviewing  somebody  and  then  being 
called  upon  to  relate  the  contents  of  the 
interview,”  says  Gray. 

Paul  Husselbee,  an  assistant  professor 
of  journalism  at  Lamar  University  in 


Beaumont,  says  he  sees  no  harm  in  the 
NewsBoy  turning  over  the  letter  to  pros¬ 
ecutors  if  it  will  keep  Joumee  off  the 
witness  stand. 

“They  may  say  that  the  simple  fact  of 


turning  the  letter  over  to  the  prosecutor 
thrusts  the  newspaper  into  the  middle  of 
the  case,  or  that,  by  turning  over  the  letter, 
the  NewsBoy  becomes  an  agent  of  the 
state.  I  disagree,”  says  Husselbee 


Good  morning,  Soattle 

For  a  bigger  cut  of  the  pie,  Hearst  accepts 
heightened  battle  for  morning  readers 


by  Lucia  Moses 
and  M.L.  Stein 

The  Seattle  Times,  one  of  a  dwin¬ 
dling  number  of  evening  metro 
dailies,  says  it  will  convert  to  the 
morning  cycle  and  compete  directly  with 
its  joint  operating  partner,  the  Seattle 
Post-Intelligencer. 

Times  president  and  chief  operating 
officer  Mason  Sizemore  expects  “a  jour¬ 
nalistic  competitive  battle  the  likes  of 
which  is  rarely  seen  these  days.” 

The  move  is  a  concession  to  readers’ 
inexorable  preference  for  morning 
newspapers.  Total  U.S.  morning  circula¬ 


Beattie  ^ost*3itt«llt0eiwer 


32%  —  and  extends  the  JOA  partnership 
for  50  years. 

The  Post-Intelligencer  also  gets  the 
right  to  expand  its  Internet  presence  by 
including  daily  news  and  editorial 
updates.  Previously,  its  Web  presence 
was  limited  because  of  a  disagreement 
over  what  the  Post-Intelligencer  was  per¬ 
mitted  to  print. 

J.D.  Alexander,  editor  and  publisher  of 
the  Post-Intelligencer,  says  he  welcomes 
the  “head-to-head  competition.”  He 
expects  the  added  profits  to  help  the  Post- 
Intelligencer  improve  its  news  product. 

The  Times  says  job  losses  are  possible, 
but  it’s  too  early  to  tell  when  or  how  many. 

It  plans  to  dis¬ 
cuss  the  changes 
with  its  unions 
but  had  not  done 


The  Times  and 
Post-Intelligencer 
will  go  head-to-head 
when  the  p.m.  Times 
switches  to  a.m. 


tion  surpassed  afternoon  circulation  in 
the  early  1980s.  The  conversion  is 
expected  to  take  two  years. 

“To  sustain  our  success,  independence 
and  growth  into  the  future,  it  isn’t  feasible 
for  the  Seattle  Times  to  continue  publish¬ 
ing  an  afternoon  papier,”  Sizemore  says  in 
a  prepared  statement.  The  deal  was 
announced  Feb.  2. 

The  Times,  owned  by  the  Blethen  fam¬ 
ily,  has  been  in  a  joint  opierating  agree¬ 
ment  (JOA)  with  Hearst  Corp.’s  Post- 
Intelligencer  since  1983.  The  Times  man¬ 
ages  all  operations  except  the  Post- 
Intelligencer  newsroom,  and  the  partners 
split  the  profits. 

For  allowing  the  Times  into  the  morn¬ 
ing  cycle,  the  renegotiated  JOA  increases 
Hearst’s  cut  of  the  profits  —  to  40%from 


so  to  protect  the  secrecy  of  the  JOA  talks. 

Though  still  dominant  in  the  market, 
the  Times  has  been  losing  ground.  Its 
daily  circulation  has  slipped  to  228,000 
in  1998  from  237,000  in  1988,  as  Post- 
Intelligencer  circulation  tapered  to 
196,000,  from  206,000. 

The  Times  says  the  shift  to  the  morn¬ 
ing  is  supported  by  readers,  who  told 
researchers  they  strongly  prefer  a  morn¬ 
ing  paper. 

While  the  Times  has  so  far  bucked  the 
morning  trend,  “We  are  at  a  jxiint  where  we 
must  respxind  to  the  community’s  prefer¬ 
ence  for  a  morning  papier,”  Sizemore  says. 

The  announcement  follows  a  long 
trend  of  declining  evening  circulation 
and  disappearing  titles.  In  1987,  there 
see  Seattle  on  page  53 


14  EDITOR  &  PUBLISHER  /  FEBRUARY  6.  1999 


www.mediainfo.com 


Investment  Bankers  to  the  Newspaper  Industry 


Brokerage 

Valuations 

Financing 

Community  Newspaper  Holdings,  Inc. 

has  acquired 

45  U.S.  newspapers 

fiom 

Hollinger  International  Inc. 

for  approximately 

$472,000,000 

We  initiated  the  transaction  and  acted  as  financial  advisor  to 
Community  Newspaper  Holdings,  Inc. 

February  1999 

Veronis,  Suhler  &  Associates  Inc. 


ROBERT  J.  BROADWATER 

ManaffHg  Director 
broadwater@vsacomm.com 


As  the  leading  independent  investment  bank 
specializing  in  the  media  and  communications  industries, 
Veronis,  Suhler  &  Associates  has  provided  M&A 
advisory  and  corporate  finance  services  in  more  than 
435  completed  transactions  valued  at  more  than  $23 
billion  since  1981  -  including  newspaper  transactions 
with  an  aggregate  value  in  excess  of  $2  billion. 


KEVIN  M.  LAVALLA 

Managing  Director 
Iavallak@vsacomm.com 


Veronis,  Suhler  &  Associates  Inc. 


350  PARK  AVENUE  •  NEW  YORK,  NY  10022  ■  (212)  935^990  •  FAX:  (212)  935-0877  •  WWW.VSACOMM.COM 


Pittsburgh  newspapers 
fend  ett  rack  regulation 


by  Lucia  Moses 

Pittsburgh  newspapers  have  reached 
a  compromise  in  an  ongoing  skir¬ 
mish  with  city  officials  who  want  to 
regulate  news  racks. 

The  latest  U.S.  city  to  attempt  in  recent 
years  to  regulate  racks, 

Pittsburgh  is  considering  a 
newspaper  group’s  proposal  to 
let  papers  police  their  own 
racks  instead  of  enacting  new 
restrictions. 

Council  member  Alan 
Hertzberg,  who  has  led  the 
charge  to  curb  news  racks, 
agreed  to  propose  the  volun¬ 
tary  program  to  the  council, 
although  he  has  “mixed  feel¬ 
ings”  about  the  program. 

The  battle  started  a  year  ago 
when  Hertzberg  informally 
proposed  assessing  a  $10  per- 
rack  fee  for  the  first  year  and 
$5  every  year  thereafter  and 
replacing  free-standing  boxes 
with  modular  ones.  Hertzberg 
says  the  city  has  received  complaints  about 
news  racks  posing  a  hazard  to  emergency 
vehicles  and  the  handicapped.  His  intent, 
he  says,  was  to  enforce  the  existing  ordi¬ 
nance  regulating  placement  of  news  racks 
near  hydrants  and  crosswalks.  A  fee  would 
help  offset  the  cost  of  enforcing  the  exist¬ 
ing  rules,  he  says. 

Declaring  the  proposals  unconstitution¬ 
al,  the  city’s  daily  and  weekly  papers, 
which  tend  to  have  high,  single-copy  sales, 
formed  the  Newspaper  Task  Force  to  fight 
the  proposed  restrictions.  The  group  has  17 
members,  including  the  Pittsburgh  Post- 
Gazette,  Greensburg  Tribune-Review  and 
USA  Today.  “We’re  pretty  confident  we’re 
going  to  get  a  chance  to  work  this  thing 
out,”  says  Charles  Kelly,  a  lawyer  with 
Kirkpatrick  &  Lockhart  LLP,  who  repre¬ 
sents  the  group. 

Hertzberg,  who  chairs  the  city’s  public 
works  committee,  backed  down  after  his 
proposal  failed  to  get  strong  support  from 
other  council  members.  He  proposed  set¬ 
ting  up  a  task  force  of  city  representatives, 
newspaper  labor  unions,  newspapers, 
buildings,  and  handicapped  associations 
to  adopt  the  newspaper  group’s  “Good 

1  6 


Neighbor”  program  on  a  trial  basis  over  the 
next  year.  A  final  vote  is  expiected  Feb.  16. 

Papers  in  Pittsburgh  rely  on  racks  for 
roughly  40%  of  their  sales,  making  them 
vulnerable  to  rack  regulation,  Kelly  says. 

“News  racks  are  all  the  more  important 
here,”  he  says.  There  are  470  racks  in  the 


downtown  area,  Hertzberg  says. 

“We’re  a  pretty  savvy  single-copy  mar¬ 
ket,”  says  Post-Gazette  circulation  director 
Thomas  F.  Pounds.  “They  represent  25  to 
30%  of  your  sales,  you’re  going  to  protect 
that.”  The  Post-Gazette  relies  on  boxes  for 
25%  to  30%  of  daily  sales  and  40%  to  45% 
of  Sunday  sales,  he  says. 

New  Pittsburgh  Courier  publisher  Rod 
Doss  says  his  twice-weekly  paper  for 
black  readers  distributes  6,000  copies  via 
boxes  and  has  a  paid  circulation  of  30,000. 
“Any  infringement  ...  on  our  ability  to 
place  our  news  product  will  be  just  that,  an 
infringement  on  our  ability  to  get  our  word 
out,”  he  says. 

City  officials  and  papers  in  San  Francisco 
are  in  a  similar  battle  over  restrictions  on 
what  papers  can  be  displayed  at  certain  loca¬ 
tions.  Papers  are  suing  the  city  and  a  vendor 
to  stop  enforcement  of  the  restrictions.  A 
federal  court  hearing  is  set  for  March  9. 

And  in  Chicago,  free  papers  and  dailies 
agreed  in  July  to  experiment  with  a  few 
multiple-title  racks  after  the  city  tried  to 
replace  560  individual  racks  with  60  multi¬ 
ple-title  racks.  That  six-month  trial  period 
was  renewed  for  another  six  months.  H 


A  Pittsburgh  newspaper  group  proposes  that 
newspapers  police  their  own  racks. 


Tribune  causes 
trial  delay 

Seven  law  enforcement  officials, 
accused  of  railroading  an  innocent  man 
into  Death  Row,  won  a  delay  in  their  trial 
by  arguing  a  recent  Chicago  Tribune 
series  on  prosecutorial  misconduct 
would  taint  the  jury  pool. 

DuPage  (Ill.)  County  judge  William 
Kelly  pushed  the  trial  start  back  to 
March  9  and  set  a  Feb.  16  date  on  a 
motion  from  one  of  the  defendants  to 
move  the  trial  out  of  the  county  or  pick 
jurors  from  another  area. 

The  seven  defendants  —  including 
three  former  county  prosecutors  and  four 
sheriff’s  officers  —  are  accused  of  fabri¬ 
cating  evidence  that  was  twice  used  to 
convict  Rolando  Cruz,  35,  in  the  1983 
rape  and  murder  of  10-year-old  Jeanine 
Nicarico.  Cruz  was  sentenced  to  death 
twice  and  spent  12  years  in  prison  before 
being  acquitted  in  1995  at  a  third  trial. 

In  the  Tribune's  five-part  “Trial  & 
Error”  investigative  series,  one  article 
was  devoted  entirely  to  the  Cruz  cases. 
The  DuPage  officials  say  the  article, 
coming  on  the  eve  of  jury  selection, 
made  a  fair  trial  impossible. 

Cruz  attended  the  hearing  on  the  con¬ 
tinuance  and  lashed  out  at  the  former 
prosecutors  for  “hypocrisy.” 

“For  three  trials,  DuPage  County  used 
the  media  to  prosecute  me  and  to 
attempt  to  execute  me  and  to  have  me 
murdered.  And  it  as  OK,”  Cruz  says  at 
an  impromptu  news  conference.  “But 
now  that  the  media  went  on  their  own 
and  printed  the  truth,  ‘Oh,  we’ve  go  to 
have  a  continuance.’” 

In  a  statement,  the  Tribune  says  it  was 
the  court’s  responsibility  to  ensure  a  fair 
trial  and  “nothing  published  in  the 
Chicago  Tribune  altered  this.” 

Audible  that 
headline 

What’s  worse  than  a  little  typo?  A  big 
one,  of  course.  So  you  can  imagine  how 
the  folks  at  The  Miami  Herald  felt  when 
early  morning  issues  of  the  paper’s  Super 
Bowl  Sunday  coverage  ran  a  strip  across 
the  top  saying  the  Broncos  would  be 
playing  the  Minnesota  Vikings  in  the 
great  gridiron  contest. 

It  didn’t  take  the  Herald  long  to  yank 
that  edition  —  about  as  fast  as  John 
Elway  calling  an  audible. 
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SF  lawyer  accuses  former 
employer  of  ‘wrongful  termination’ 

by  M.L.  Stein  \  judge  who  deserved  to  be  maligned,  and 


A  San  Francisco  reporter-lawyer 
who  was  fired  by  his  editor  for 
refusing  to  contribute  to  a  series 
highlighting  best  and  worst  Judges  in 
the  area,  has  accused  his  former 
employer  of  “unethical  Journalism”  in  a 
damage  suit  for  wrongful  termination 
and  breach  of  contract. 

Martin  Kassman,  who  continued  to 
practice  law  while  working  for  The  Re¬ 
corder,  a  legal  affairs  daily,  is  seeking 
damages  and  reinstatement  in  the  federal 
court  action  against  American  Lawyer 
Media  of  New  York,  the  Recorder's  owner. 

In  the  complaint  filed  by  attorney 
Bruce  J.  Highman,  Kassman  says  he  ini¬ 
tially  tried  to  carry  out  executive  editor 
Scott  Graham’s  assignment  given  to  him 
and  nine  other  staffers  for  a  story  on  the 
best  and  worst  Judges  in  the  Bay  area. 
Kassman,  who  covered  San  Francisco’s 
civil  courts  for  the  paper,  was  told  to 
write  separate  stories  on  the  best  and 
worst  Judges  on  his  beat  based  on  “sub¬ 
jective,  anecdotal  evidence,  and  we  will 
be  up  front  about  that  in  the  story.” 

Graham’s  memo  goes  on:  “This  will  not 
be  a  scientific  survey.  I  don’t  care  if  seven 
people  say  Judge  X  was  the  worst  but  three 
said  he  was  good,  while  five  people  said 
Judge  Y  was  the  best  but  four  said  he  was 
good.  I  want  you  to  exercise  your  Judg¬ 
ment  based  on  the  comments  and  stories 
you  hear  plus  your  own  impressions.  ...” 

Responding  to  grousing  from  some 
reporters,  Graham  issued  a  second  memo 
in  which  he  said  it  had  been  tentatively 
decided  that  the  word  “worst”  will  not  be 
used  in  the  headline  for  the  series,  adding, 
“What  we  will  do  is  something  more 
along  the  lines  of  ‘Five  Judges  you  don’t 
want  on  your  case.’” 

The  published  head  read:  “Bottom  of 
the  Bench”  with  the  overline,  “Warning: 
‘These  Judges  may  be  hazardous  to  your 
case  or  mental  well-being.”  Photos  of  five 
Judges  accompanied  the  story. 

Kassman  recalls  that  he  picked  Judge 
David  Garcia  as  the  best  active  Judge  in 
the  San  Francisco  civil  court  system  but 
informed  Graham  and  another  editor, 
Peter  Scheer,  that,  based  on  his  own 
observations  and  interviews  with  various 
lawyers,  he  concluded  that  no  active 
Judge  on  the  civil  courts  bench  “was  a  bad 
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I  that,  moreover,  to  write  the  proposed  bad 
Judge  article  would  be  unethical.” 

Kassman  says  he  attempted  to  persuade 
the  editors  that  the  entire  series  was  uneth¬ 
ical.  Graham,  according  to  the  complaint,  j 
gave  Kassman  45  minutes  to  agree  to  write  I 
the  piece  or  be  fired.  Kassman  refused,  and  j 
the  series  was  taken  over  by  another 
reporter.  In  the  series,  Superior  Court  Judge 
Carlos  Bea  in  the  civil  division  was  named 
as  the  one  of  the  worst  Bay  area  Judges. 

In  an  interview,  Kassman  says,  “My 
1  primary  objection  is  that  it  would  have 
i  been  gratuitously  insulting  of  me  to  name 
a  bad  Judge  when  1  could  find  no  one  who 
deserved  that  designation.  In  addition,  I 
felt  the  series  was  flawed  in  concept  as 
well  as  in  execution.” 

;  The  complaint  invokes  the  Society  of 
Professional  Journalists’  (SPJ)  Code  of 
Ethics  to  support  Kassman ’s  case.  Citing 
the  code’s  preamble  that  calls  for  Joumal- 
!  ists  to  be  fair,  truthful,  and  honest,  the  suit 


Newsroom  shake 

by  Lucia  Moses 

The  Boston  Globe  has  reassigned 
14  editors  as  part  of  a  significant 
shakeup  designed  to  reinvigo¬ 
rate  the  newsroom  and  reverse  declin¬ 
ing  circulation. 

Editor  Matthew  V.  Storin  says  the  news 
staff  was  performing  well,  but  announced 
the  following  changes,  effective  March  1 : 

Executive  editor  Helen  Donovan,  51, 
in  charge  of  the  daily  paper,  takes  over  the 
Sunday  edition  in  place  of  Gregory 
Moore,  44,  who  replaces  her  as  chief  of 
the  daily  paper.  Those  changes  will  be 
effective  one  year. 

Peter  Canellos,  36,  acting  city  editor, 
moves  to  assistant  managing  editor/local 
news.  Joe  Williams,  36,  assistant  city  edi¬ 
tor,  .steps  up  to  city  editor.  Teresa  Hanafin. 
j  43.  assistant  managing  editor/local  news, 
i  moves  to  assistant  managing  editor/tech- 
i  nology,  a  new  position. 

I  Doug  Bailey,  45,  political  editor, 
j  becomes  senior  assistant  metro  editor/ 
i  health  and  science.  Nils  Bruzelius,  52, 

!  senior  assistant  metro  editor/health  and 
'  science,  takes  over  as  foreign  editor  from 


NEWS 

states:  “It  would  not  have  been  honest  or 
fair  for  the  plaintiff  to  have  written  an 
article  maligning  a  Judge  ...  when 
[Kassman]  had  concluded  that  no  Judge 
on  the  San  Francisco  civil  courts  was  at  a 
performance  level  where  he  or  she 
deserves  to  be  maligned.” 

The  eventual  Recorder  series  was  de¬ 
scribed  in  the  complaint  as  dishonest  in  that 
it  did  not  say  the  paper  had  predetermined 
before  conducting  the  investigation  that  it 
would  select  one  Judge  from  each  of  five 
courts  “to  be  the  five  Judges  residing  near 
the  bottom  of  the  bench  in  the  Bay  area.” 

The  voluntary  SPJ  code  was  again  ref¬ 
erenced  to  allege  that  the  Recorder  also 
was  unethical  by  not  using  a  bar  survey  of 
many  attorneys,  “but  instead  in  an  effort 
to  sell  newspapers,  it  pandered  to  lurid 
curiosity  by  deliberately  predetermining 
to  malign  one  Judge  from  each  of  five 
courts  as  being  near  the  bottom  of  the 
bench  and  it  selected  which  Judges  to 
malign  based  on  interviews  with  a  very 
small  number  of  attorneys.” 

Kassman,  the  complaint  contends,  was 
hired  as  a  reporter  “and  not  as  a  columnist 
to  write  opinions.” 

To  make  his  point,  Graham,  in  his  .sec- 
see  Firing  on  page  53 

up  at  the  Globe 

Sam  Ellis,  52,  now  a  reporter. 

Business  editor  Larry  Edelman,  37, 
moves  to  political  editor;  Peter  Mancusi, 
44,  senior  assistant  business  editor,  is  pro¬ 
moted  to  business  editor.  Bennie  DiNardo, 
4 1 ,  an  assistant  magazine  editor,  becomes 
senior  assistant  business  editor. 

Living  editor  Nick  King,  52,  is  pro¬ 
moted  to  editor  of  the  Sunday  magazine. 
Fiona  Luis,  34,  an  assistant  Living  editor 
in  charge  of  home  and  food  sections, 
steps  up  to  Living  editor.  Magazine  editor 
Evelynne  Kramer,  55,  is  reassigned  to  a 
senior  editing  position  to  be  determined. 

Storin  says  periodic  management  shuf¬ 
fles  are  typical  at  the  Globe,  although  the 
most  recent  one  is  on  a  greater  scale. 

“They’re  Just  designed  to  give  people 
new  challenges  after  they’ve  been  in  posi¬ 
tions  for  some  time,”  Storin  says.  “We’re  a 
place  of  low  turnover,  so  people  would  get 
stale  if  we  didn’t  move  them  around.  There 
is  no  one  who  was  moved  who  is  unhappy.” 

Storin  says  none  of  the  changes  had  a 
connection  to  Patricia  Smith  and  Mike 
Bamicle,  the  two  top  columnists  who 
resigned  amid  changes  of  plagiarism  and 
fabrications.  Hi 
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Commerce  Dept, 
says  economy  is 
good  for  papers 

by  Kelvin  Childs 

Revenues  for  the  newspaper  industry 
over  the  next  five  years  will  decline 
slightly,  but  advertising  is  expected 
to  grow  5%  to  7%,  the  U.S.  Department  of 
Commerce  announced.  And  newspapers  arc 
in  a  great  position  to  dominate  the  World 
Wide  Web,  if  they  can  figure  out  which  is 
best:  being  a  content  provider  for  others  or 
for  themselves. 

The  commerce  forecasts  were  released 
Jan.  26  in  the  1999  edition  of  “U.S.  In¬ 
dustry  &  Trade  Outlook.”  produced  in  con¬ 
junction  with  the  McGraw-Hill  Cos.  The 
book  examines  more  than  200  manufactur¬ 
ing  and  service  industries. 

The  five-year  forecasts  show  the  U.S. 
economy  continuing  to  grow,  albeit  at  a 
slower  rate,  said  Michael  J.  Copps,  assis¬ 
tant  secretary  for  trade  development,  at  a 
Jan.  26  briefing  at  the  National  Press 
Building  in  Washington.  The  economy  is  in 
its  94th  month  of  growth,  with  1 7  million 
Jobs  created  since  1 993,  he  says. 

David  A.  Wyss,  chief  economist  of  Stan¬ 
dard  &  Poor’s  DRl.  explains  that  all  authors 
of  “Outlook”  worked  from  the  same  .set  of 
economic  assumptions.  Over  the  next  few 
years,  growth  of  3%  to  5%  is  projected.  Wyss 
says  the  United  States  is  enjoying  the  longest 
peacetime  economic  expansion  in  the 
nation’s  history.  “No  economic  expansion 
has  made  it  until  its  ninth  birthday.  1  think 
this  one  will,”  he  says. 

Newspapers  would  benefit  from  project¬ 
ed  growth  in  employment,  and  in  the  retail, 
automotive,  and  real  estate  sectors,  which 
would  boost  retail  and  classified  ad  linage. 
And  newspaper  readership  is  expected  to 
increase  as  the  baby  boom  generation  ages. 

“Outlook”  cautions  that  newspapers,  in 
order  to  stave  off  los.ses  in  advertising,  must 
adapt  to  changing  technologies  and  compe¬ 
tition  from  direct-mail  marketing,  online 
service  providers,  and  television. 

John  F.  Sturm,  president  and  CEO  of  the 
Newspaper  Association  of  America  (NAA), 
prai.ses  the  government’s  findings.  “Over¬ 
all,  I  thought  it  seemed  to  be  fairly  consis¬ 
tent  with  what  our  industry  and  other  out¬ 
side  observers  have  forecast  for  this  indus¬ 
try,”  he  says. 

“Outlook”  projects  that  newspaper 
receipts  in  constant  dollars  will  decline  by 
1%  or  less  over  the  next  five  years.  But, 
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Sturm  notes,  “No  one  gets  revenue  in  con-  advertising  dollars,  which  is  a  bit  more  opti- 
stant  dollars.”  The  important  figure,  as  he  mistic  than  NAA’s  estimate  of  6.7%.  “But 
sees  it,  is  the  projected  5%  to  7%  growth  in  that’s  the  nature  of  forecasts,”  he  says,  m 
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Profits  strong  despite  ad  stowdown 


by  Lucia  Moses 

Publicly  held  newspaper  compa¬ 
nies  continue  to  report  strong 
fourth-quarter  profits  —  often 
meeting  or  beating  analysts’  predictions 
—  despite  slower  growth  in  advertising 
revenue  and  higher  newsprint  prices. 
Following  are  summaries  of  the  latest 
earnings  reports. 

A.H.  BELO 

A.H.  Belo  Corp.  reported  steeply  lower 
fourth-quarter  net  income  as  a  result  of  a 
write-down  and  severance  payments  at 
its  flagship,  The  Dallas  Morning  News. 

Quarterly  net  income  of  $1 1.7  million, 
versus  $24  million  in  the  year-ago  period, 
included  $26.2  million  in  charges  that 
lowered  net  earnings  130  a  share. 
Excluding  the  charges,  earnings  slipped 
20  a  share. 

Belo’s  broadcast  and  newspaper 
operations  ended  the  year  with  higher 
revenues  but  slower  growth  in  advertis¬ 
ing  revenue. 

Belo  said  its  Providence  Journal  in 
Rhode  Island  and  Press-Enterprise  in 
Riverside,  Calif.,  each  raised  1998  cash 
flow  by  high  single-digit  percentages. 

Belo  reported  fourth-quarter  revenues 
grew  4%  to  $379  million,  and  1998  rev¬ 
enues  advanced  12.7%  to  $1.4  billion, 
compared  with  year-earlier  periods. 


CENTRAL  NEWSPAPERS 

The  Phoenix-based  publisher  of  The 
Arizona  Republic  and  The  Indianapolis 
Star-News  reported  increases  in  earnings 
for  the  fourth  quarter  and  the  year. 

Fourth-quarter  net  income  rose  to  $24.2 
million,  from  $23.8  million  in  the  year- 
ago  period,  while  revenues  increased  to 
$197.6  million  from  $191.5  million.  The 
earnings  met  consensus  estimates  from 
analysts  reporting  to  First  Call. 

Advertising  and  circulation  revenues 
were  up  for  the  quarter  and  the  year.  In 
the  five  weeks  ended  Dec.  27,  average 
paid  circulation  slid  14.6%  and  1 1.4%  at 
the  News  and  Star,  respectively,  and  rose 
slightly  at  The  Arizona  Republic. 

Charges,  including  the  cost  of  staff 
cuts,  in  the  fourth  quarters  of  1998  and 
1997,  depressed  earnings. 

For  the  year,  net  income  gained  8.6% 
to  $88.5  million  as  revenues  rose  5.1%  to 
$752.6  million. 


GANNETT 

With  75  dailies  and  the  most  U.S. 
circulation,  Gannett  Co.  reported  12% 
higher  fourth-quarter  net  earnings, 
largely  because  of  strong  newspaper 
advertising. 

Gannett  posted  quarterly  net  earnings 
of  $257.7  million,  or  920  a  diluted  share, 
up  from  $230.4  million,  or  800  a  share, 
from  a  year  earlier.  Analysts  polled  by 
First  Call  had  estimated  910  a  share. 
Revenues  rose  5.5%  to  $1.39  billion.  I 

In  the  newspaper  division,  advertising  ] 
increased  9%  in  the  fourth  quarter  and  j 
1 1 .7%  in  the  full  year,  led  by  USA  Today.  \ 

The  television  group  benefitted  from  i 
ad  sales  associated  with  the  Super  Bowl, 
Olympics  and  politics  —  all  of  which  ! 
combined  to  offset  softening  ad  demand  ! 
in  the  fourth  quarter. 

Gannett  sold  its  remaining  five  radio  | 
stations  and  bought  three  TV  stations  last  j 
year.  It  also  repurchased  about  6  million 
shares  of  common  stock.  I 

For  the  year,  net  income  surged  40%  to  i 
$1  billion  as  Gannett  sold  its  security 
businesses.  Revenues  advanced  8.3%  to 
$5.1  billion.  i 

GRAY  COMMUNICATIONS 

The  Albany,  Ga.-based  company 
reported  sharp  net  income  increases  for 
the  fourth  quarter  and  the  year. 

Gray  reported  quarterly  net  income  of 
$475,000  for  the  quarter,  compared  with  a 
$401,000  loss  in  the  year-ago  period.  ; 
when  it  bought  GulfLink  Comm¬ 
unications  and  NBC  affiliate  WITN-TV 
in  North  Carolina.  Excluding  unusual 
items.  Gray  reported  earnings  of 
$713,000  for  the  quarter. 

Quarterly  revenues  jumped  26%  to  $37 
million  —  a  17%  gain  when  extraordi¬ 
nary  items  are  factored  out. 

For  the  year,  net  income  was  $41.6 
million,  compared  with  a  $  1 .4  million  net  ! 
loss  in  1997,  as  revenues  rose  24%  to 
$128.8  million. 

Gray  owns  papers  in  Georgia  and  tele¬ 
vision  stations  in  the  Southeast.  i 


MCCLATCHY  CO. 

Sacramento,  Calif -based  McClatchy 
Co.  reported  earnings  were  up  higher  than 
expected  in  the  fourth  quarter  on  the 
strength  of  the  Minneapolis  Star  Tribune. 

McClatchy  reported  net  income  of  $2 1 
million,  or  470  a  share,  compared  with 
$20.5  million  in  the  year-ago  quarter. 
Analysts  polled  by  First  Call  had  predict¬ 
ed  4 1 0  a  share.  Net  income  was  helped  by 
sales  of  small  businesses  in  both  years. 

Revenues  for  the  period  rose  62%  to 
$274.6  million,  thanks  to  the  acquisition 
of  the  Star  Tribune  last  year.  Revenues 
from  continuing  sources  rose  2%. 

For  the  year,  earnings  fell  to  $61  mil¬ 
lion,  from  $69  million,  as  revenues  rose 
to  $968.7  million,  from  $642  million. 

CEO  Gary  Pruitt  says  the  Star  Tribune 
performed  better  than  expected, 
newsprint  prices  were  lower  than  expect¬ 
ed  and  retirement  costs  dipped  due  to  a 
pension  plan  merger. 

MEDIA  GENERAL 

Media  General  Inc.  posted  sharply 
higher  fourth-quarter  and  full-year  1998 
net  earnings.  It  attributed  the  gain  to  TV 
stations  acquired  in  1998. 

The  Richmond.  Va.-based  publisher  of 
the  Richmond  Times-Dispatch  reported 
quarterly  net  income  of  $22  million,  or 
820  a  share,  compared  with  from  $20  mil¬ 
lion.  or  750  a  share,  in  fourth  quarter 
1997.  Revenues  rose  4%  to  $251  million. 

Chairman  and  CEO  J.  Stewart  Bryan  III 
says  the  publishing  division  enjoyed  good 
gains  in  classified  but  the  retail  category 
was  "lackluster”  and  overall  “the  pace  of 
advertising  appears  to  be  slowing.” 

Cable  and  broadca.st  TV  operations 
po.sted  higher  operating  earnings,  while 
profit  from  newsprint  manufacturing 
declined  due  to  high  raw  materials  cost  and 
lost  production  because  of  maintenance. 

Media  General  reported  1998  net  income 
of  $70.8  million,  compared  with  a  $10.5 
million  loss  in  1997.  Revenues  grew  7%  to 
$974  million.  Not  counting  a  one-time 
charge  in  1997,  earnings  rose  35%  in  1998. 


For  the  latest  earnings  of  publicly  traded  newspaper 
companies,  see  “Earnings  Scorecard”  on  E&P’s  Web 
site  (www.mediainfo.com). 
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NEW  YORK  TIMES  CO. 

The  New  York  Times  Co.  posted  gains 
in  earnings  and  revenues  for  the  foulh 
quarter  and  the  year,  despite  the  sale  of 
six  magazines  in  1997. 

Net  income  per  diluted  share  rose  to 
450,  from  400. 

Newspapers  raised  fourth-quarter 
operating  profits  11%  and  broadcast 
operations  reported  a  20%  lift,  com¬ 
pared  with  the  quarter  in  1997.  Weaker 
help  wanted  advertising  at  the  Boston 
Globe  and  higher  newsprint  expenses 
slowed  newspaper  profit  growth,  while 
broadcasting  benefited  from  strong 
political  advertising. 

Net  earnings  rose  6.3%  for  the  year  to 
$278.9  million.  Excluding  one-time 
items,  earnings  rose  5.7%  in  the  quarter 
and  13.5%  in  the  year. 

Revenues  increased  to  $782  million 
from  $768  million  for  the  fourth  quarter 
and  to  $2.9  billion  from  $2.8  billion. 

PULITZER  PUBLISHING 

Pulitzer  Publishing  Co.  reported 
fourth-quarter  net  income  of  $24.2 
million,  a  23%  increase  from  a  year 
earlier. 

Pulitzer  said  fourth-quarter  revenues 
rose  to  $163.8  million,  from  $156.3 
million  in  the  period  a  year  before.  The 
owner  of  the  St.  Louis  Post-Dispatch, 
The  Arizona  Daily  Star  and  community 
papers  said  publishing  revenues  ro.se 
3.6%  to  $97.7  million,  as  broadcast 
revenues  increased  6.5%  to  $66  million 
due  to  a  surge  in  political  advertising. 

For  the  year,  net  income  rose  15.5% 
to  $76.3  million  as  revenues  climbed 
4.7%  to  $612.7  million,  compared  with 
1997  figures. 

QUEBECOR 

The  Montreal-based  media  giant 
reported  strong  fourth-quarter  and 
yearly  profits,  buoyed  by  the  sale  of  its 
check  and  credit  card  businesses  and 
increased  earnings  from  print  media 
and  forest  products. 

Net  income  advanced  19.7%  to  C$59 
million  as  revenues  jumped  24%  to 
C$2.5  billion  for  the  quarter. 

For  the  year,  Quebecor  reported  net 
income  rose  20%  to  C$172.7  million 
while  revenues  increased  20%  to  C$8.4 
billion. 

Newspaper  revenues  grew  10% 
last  year  thanks  to  strong  ad  revenues, 
although  increased  newsprint  prices 
helped  slash  operating  income 
nearly  10%.  Hi 
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Times  Mirror 
names  V.P.s 

Times  Mirror  Co.  named  has  named 
three  additional  corporate  vice  presi¬ 
dents:  John  C.  McKeon,  Los  Angeles 
Times  senior  vice  president  of  advertis¬ 
ing;  Jaynie  Miller  Studenmund,  senior 
vice  president,  chief  marketing  officer 
and  general  manager  for  sections  at  the 
Times,  and  Nancy  C.  Walker,  president 


and  CEO  of  The  StayWell  Co.,  Times 
Mirror’s  health  improvement  unit. 

McKeon,  42,  came  to  the  Times  in 
November  after  a  1 2-year  career  at  si.ster 
paper  Newsday,  Melville,  N.Y.,  where  he 
worked  in  marketing  and  advertising. 

Studenmund.  44,  joined  the  Times 
this  year  with  15  years  experience  in 
financial  services. 

Walker,  39,  worked  in  finance  before 
joining  Times  Mirror  magazines  in  1998. 
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Prices  tie  peaks  for 
newspaper  properties 


by  George  Garneau 

Brisk  sales  of  newspaper  companies 
last  year  helped  drive  prices  up  to  the 
record  levels  set  nearly  a  decade  ago, 
according  a  study. 

Santa  Fe,  N.M.-based 
Dirks,  Van  Essen  &  Asso¬ 
ciates.  one  of  the  most 
active  newspaper  brokers, 
says  buyers  paid  more  for 
newspaper  titles  last  year 
than  at  any  time  since  a 
record  was  set  in  1989, 
when  a  stock  market  crash 
led  to  a  recession  that 
sharply  lowered  the  profits 
newspapers  earned  and  the 
prices  they  attracted. 

“Daily  newspaper  val¬ 
ues  have  never  been  high¬ 
er,”  says  Lee  E.  Dirks, 


chairman  of  Dirks,  Van  Essen,  who  calls 
the  trend  “a  remarkable  run  for  the  newspa¬ 
per  industry.” 

The  average  price  of  a  community  daily 
in  a  stand-alone  market  —  excluding  unusu¬ 
al  factors  such  as  stiff 
competition  or  a 
depressed  local  economy 
—  rose  last  year  to  3.60 
times  annual  revenues, 
matching  the  1989  peak 
and  up  a  bit  from  1997’s 
average  price  of  3.41 
times  revenues  in  1997. 
Some  papers  attracted 
premium  prices  over  four 
times  annual  revenues,  the 
company  says. 

The  runup  of  newspa¬ 
per  values  began  after 
transaction  prices  hit  a 
nadir  in  1992  —  a  year 


after  the  recession  —  of  2.03  times  revenues. 

The  main  driver  has  been  demand.  The 
number  of  dailies  changing  hands  hit  140 
last  year,  second  only  to  the  30-year  record 
of  162  titles  sold  in  1987.  Other  factors 
include  strong  growth  in  ad  revenue,  a  sta¬ 
ble  and  growing  economy,  low  newsprint 
prices,  accessible  financing,  and  the  news¬ 
paper  industry’s  evolution  into  computer-to- 
computer  media.  New  companies  backed  by 
investors  have  paid  some  premium  prices  to 
form  groups  of  lucrative  small  papers. 

Deals  included  the  sale  of  seven 
Goodson  Newspapers  dailies,  total  circula¬ 
tion  200,000,  and  Community  Newspaper 
Holdings  Inc.’s  (CNHI)  acquisition  of  25 
Donrey  Media  dailies  and  27  Hollinger 
International  dailies. 

Newspaper  executives  say  CNHI,  fi¬ 
nanced  by  a  multibillion-dollar  retirement 
fund,  pays  top  dollar  for  newspapers. 
CNHI  says  it  pays  at  the  high  end  but 
doesn’t  overpay. 

Brokerage  president  Owen  Van  Essen 
expects  newspaper  pricing  “will  remain  at 
record  levels  at  least  through  the  first  half’ 
of  this  year  but  is  “less  confident”  about  the 
second  half  due  to  prospects  for  a  slowing 
economy  and  resulting  declines  in  consumer 
confidence  and  newspaper  profitability. 


Newspaper  Company  Prices 


1989 

3,60 

1990 

3.17 

1991 

2.26 

1992 

2.03 

1993 

2.63 

1994 

2.78 

1995 

3.08 

1996 

3.37 

1997 

3.41 

1998 

3.60 

•Average  daily  newspaper,  excluding  unusual  factors 
Source:  Dirks.  Van  Essen  and  Associates 


BSfP  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


2/3/99 

1/27/99 

2/3/98  1 

■ 

2/3/99 

1/27/99 

2/3/98 

A.H.  Belo  Corp.  (NY) 

19.438 

18.563 

26.782 

McClatchyCo.  (NY) 

30.438 

29.500 

26.688 

American  Media  Inc.  (NY) 

5.813 

5.125 

7.438 

Media  General  Inc.  (AM) 

49.250 

47.500 

44.813 

Central  Newspapers  Inc.  (NY) 

35.500 

35.875 

33.125 

New  York  Times  Co.  (NY)+++ 

32.500 

33.500 

33.250 

Dow  Jones  &  Co.  Inc.  (NY) 

45.000 

44.875 

51.063 

News  Corp.  Ltd. 

30.750 

27.688 

24.375 

E.W.  Scripps  Co.  (NY) 

44.313 

45.125 

48.188 

1 

Pearson  Ltd. 

23.000 

23.250 

13.250 

Gannett  Co.  Inc.  (NY) 

66.125 

63.063 

60.750 

Pulitzer  Publishing  Co.  (NY) 

79.875 

80.688 

59.626 

Gray  Comm.  Sys.  (NY) 

17.875 

17.750 

24.750 

Quebecor  Inc.  Class  A 

21.250 

21.250 

19.125 

Harte-Hanks  Inc.  (NY)++ 

25.438 

24.938 

20.250 

Sun  Media  Corp.  (TSE)* 

21.000a 

21.000a 

15.500a 

Hollinger  International  (NY) 

14.375 

12.063 

13.938 

Thomson  Corp.  (TSE) 

37.100a 

36.800a 

40.000a 

Journal  Register  Co.  (NY) 

13.938 

14.500 

19.875 

Times  Mirror  Co.  (NY) 

55.000 

55.438 

58.813 

Knight  Bidder  (NY) 

49.125 

47.000 

56.063 

Tribune  Co.  (NY)** 

62.000 

62.188 

61.000 

Lee  Enterprises  Inc.  (NY) 

28.188 

28.125 

29.313 

Washington  Post  Co.  (NY) 

555.938 

571.813 

492.750 

*  Initial  public  offering  closed  on  12/15/97  +  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

**  Adjusted  for  2-for-1  stock  split  ++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98 

+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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Hearst  Corp.  posts  gains 

Closely  held  Hearst  Corp.  reported  financial  gains  in  four 
of  its  five  major  operating  groups  in  1998,  but  newspapers 
failed  to  match  their  1997  record.  In  a  report  to  employees 
that  gives  few  specifics,  Hearst  says  earnings  at  its  12  dailies, 
including  the  Houston  Chronicle  and  San  Francisco 
Examiner,  nearly  beat  the  record,  despite  1 1  %  higher 
newsprint  prices  and  only  modest  advertising  improvement. 
President  and  CEO  Frank  A.  Bennack  Jr.  says  reaching  new 
revenue  highs  will  be  more  difficult  in  the  future.  The  maga¬ 
zine  group  lifted  revenues  about  7%,  and  ad  volume  increa.sed 
at  14  of  16  core  titles.  The  New  York-based  company  also 
expanded  its  new  media  ventures  in  1998  and  more  than  dou¬ 
bled  revenues  from  advertising  and  e-commerce. 

Exec  joins  media  fund 

Former  Simon  &  Schuster  executive  Mitchell  Haber  has 
Joined  a  private  media  investment  fund  run  by  Veronis,  Suhler  & 
Associates,  the  New  York-ba.sed  investment  bank  specializing  in 
media  properties.  Haber,  50,  is 
charged  with  increasing  the  overseas 
investments  in  communications  and 
information  companies  of  VS&A 
Communications  Partners,  which  has 
over  $1  billion  in  capitalization. 
Haber  spent  1 1  years  in  acquisitions 
at  Simon  &  Schuster,  where  he  was  an 
executive  vice  president. 

Al.so  Joining  the  firm  is  James  P. 
Rutherfurd,  vice  president  in  charge 
of  investment  banking  operations,  a 
new  position.  He  comes  from  J.P. 
Morgan  &  Co.  where  he  was  managing  director  for  media  and 
acquisitions  and  co-leader  of  the  media  group,  and  before  that 
from  First  Boston  Corp. 

Ownership  changes 

•  Lee  Enterprises  Inc.  has  acquired  two  paid  Montana  weeklies 
—  the  7,000-circulation  Hungry  Horse  News  in  Columbia  Falls 
and  the  4,800-circulation  Whitefish  Pilot  —  from  Brian  and 
Carol  Kennedy. 

•  Evening  Post  Publishing  Co.,  publisher  of  the  Charleston  Post 
&  Courier  in  South  Carolina,  has  agreed  to  purchase  WLEX- 
TV,  the  NBC  affiliate  in  Lexington,  Ky.,  from  the  Bell  and  Gay 
families  for  undisclosed  terms.  The  privately  held  evening  Post 
operates  three  U.S.  dailies  and  nine  TV  stations.  The  deal,  sub¬ 
ject  to  Federal  Communications  Commission  approval,  is 
expected  to  close  midyear. 

•  Bill  and  Martha  Lamson  have  sold  the  2,600  paid-circulation, 
weekly  Refugio  County  Advantage  Press  in  Refugio,  Texas,  to 
David  Holden.  He  plans  no  staff  changes. 

•  Freedom  Communications  has  expanded  its  eastern  North 
Carolina  operations  to  six  papers  when  its  daily  Kinston  Free 
Press,  circulation  12,500,  acquired  the  weekly  Jones  Post  from 
the  10,100-circulation  Washington  Daily  News.  The  Post  is 
“smack  dab  in  the  middle”  of  three  Freedom  papers  says  Free 
Press  publisher  Vernon  DeBolt,  who  switched  the  Post  to 
broadsheet,  from  tabloid,  and  added  news  from  its  sister 
Freedom  papers. 
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NIE:  Class  on  the  Web 

For  almost  a  half-century.  Newspaper  in  Education  (NIE)  has  proven  such  a  suc¬ 
cess  in  educating  children,  encouraging  youth  readership,  and  building  circula¬ 
tion  that  its  sluggish  efforts  on  the  Internet  have  been  a  real  source  of  frustration 
to  its  proponents.  Even  as  more  teachers  go  online  and  entire  classrooms  are  wired  for 
the  Net,  a  remarkably  low  number  of  newspaper  Web  sites  devote  space  to  NIE.  “1  hear 
it  all  the  time,  ‘The  teachers  are  not  ready.  The  interest  is  not  there  yet,’”  says  Betty  L. 
Sullivan,  the  internationally  recognized  NIE  expert  who  co-founded  Use  The  News. 
“How  much  longer  can  these  excuses  be  made?” 

No  longer,  judging  from  the  phenomenal  NIE  online  success  stories  we  document  in 
this  week’s  cover  story  (p.  30).  Early  adapting  newspapers  are  now  reaping  big  payoffs 
from  the  Web.  In  just  two  years.  The  News  &  Observer  in  Raleigh,  N.C.,  tripled  its  annu¬ 
al  NIE  circulation  from  400,000  to  1.2  million  —  largely  by  attracting  teachers  through 
its  School  Zone  Web  site. 

NIE  has  always  been  a  kind  of  search  engine  for  the  printed  newspaper:  taking  the 
jumble  of  news  and  entertainment  in  today’s  paper  —  and  extracting  lessons  in  math, 
history,  language,  arts,  and  philosophy.  It’s  long  past  time  for  newspapers  to  harness  that 
power  on  their  Web  sites,  too. 


First  Amendment  fiasco 


We  can’t  help  but  wonder  if  U.S.  district  judge 
Dickran  Tevrizian  is  confused  about  the  First 
Amendment  —  or  just  another  star-struck 
Californian.  The  judge  ordered  Los  Angeles  magazine  to 
pay  $3  million  in  actual  and  punitive  damages  to  Dustin 
Hoffman  (pictured  right)  because  it  published  a  com¬ 
puter-altered  photo-illustration  showing  the  actor  wear¬ 
ing  ari  evening  dress  —  an  obvious  allusion  to  his  title 
role  as  a  soap  opera  star  masquerading  as  a  woman  in 
the  movie  Tootsie. 

I 

Though  the  fashion  spread  was  clearly  an  editorial 
use  of  his  image,  Hoffman  claimed  his  publicity  rights 
were  violated  —  and,  astonishingly,  Tevrizian  bought 
the  argument. 

Or  maybe  he’s  just  a  fan.  “It  can  be  said  that  Mr. 

Hoffman  is  truly  one  of  our  country’s  living  treasures,” 

Tevrizian ’s  order  begins,  adding  that  “the  photographs  were  manipulated  and  cannibal¬ 
ized  to  such  an  extent  that  the  celebrities  were  commercially  exploited  and  robbed  of 
their  dignity,  professionalism  and  talent.”  And  here  we  thought  Hoffman  had  done  that 
to  himself  with  Ishtar  and  Sphere. 
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Quality  bows 
to  quantity  push 

It  took  American  auto  executives 
awhile  to  figure  it  out,  but  once  they  began 
talking  to  the  men  and  women  who  actu¬ 
ally  build  cars,  quality  improved. 

There’s  probably  a  lesson  there  for  news 
executives  alarmed  by  the  falling  credibil¬ 
ity  of  newspapers.  Two  years  ago,  1  was 
writing  for  Syracuse  Newspapers  when 
they  greatly  expanded  suburban  coverage 
and  generally  tried  to  do  more  with  less. 
Reporters  who  had  been  producing  two  or 
three  stories  a  week  were  suddenly  spitting 
out  six  or  more  for  expanded  zoned  edi¬ 
tions.  Almost  immediately,  the  corrections 
column  grew.  On  some  days  it  resembled 
one  of  our  longer  briefs.  Quality  was  suf¬ 
fering  as  quantity  became  a  priority. 

Advertising  revenues  also  grew  under 
the  expanded  format.  But  if  the  recent 
reader  survey  by  the  American  Society  of 
Newspaper  Editors  is  any  guide,  the  paper 
paid  too  steep  a  price.  Why  are  more 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

From  Editor  &  Publisher, 

February  5,1949 

About  250  unionized  New  York 
Post  newsroom  employees  halted 
work  for  a  26-minute  “meeting” 
to  discuss  management  plans  to 
save  $10,000  a  week  by  “firing  at 
will!’  They  resumed  work  one 
minute  after  the  deadline  the  pub¬ 
lisher  set  for  them  to  be  fired. 

Reporters  who  divulge  U.S. 
atomic  weapons  secrets  with 
intent  to  damage  the  nation  face 
“trial  for  life’,’  warns  Associated 
Press  science  editor  Howard 
Blakeslee,  quoting  the  law  that 
created  the  Atomic  Energy 
Commission. 

Recovering  from  the  ravages  of 
war,  Dutch  newspapers  have  dou¬ 
bled  circulation  prices  —  and  cir¬ 
culation  —  but  advertising  has 
fallen  to  half  of  prewar  levels 
because  of  weak  consumer  buy¬ 
ing  power,  according  to  E.  de 
Gruyter,  publisher  of  the  Catholic 
weekly,  De  Linie,  in  Amsterdam. 


errors  getting  into  newspapers?  Let’s  look 
at  our  priorities,  first  of  all,  and  then  try 
talking  to  the  people  on  the  line. 

Robert  L.  Smith 
journalism  instructor. 
Northeastern  University, 
Attleboro,  Mass. 

First  vote 
for  Mort  Pye 

With  the  millennium  fast  approaching, 
I  thought  it  would  be  appropriate  to  nom¬ 
inate  an  Editor  of  the  Century. 

My  candidate  is  a  virtual  unknown.  But 
1  challenge  anyone  to  produce  somebody 
whose  achievements  come  even  close.  He 
took  over  a  newspaper  that  was  a  very  poor 
second  in  a  two-paper  market  dominated 
by  a  respected,  powerful  competitor.  As  a 
newspaper  it  had  been  described  as  a  rag, 
and  financially,  it  was  a  loser.  He  turned 
that  newspaper  into  a  respected  Journal  and 
built  its  meager  circulation  up  to  717,000 
—  among  the  nation’s  top  15  newspapers. 

He  believed  that  a  newspaper  should 
exert  a  strong,  positive  influence  in  its 
community,  and  his  influence  was  largely 
responsible  for  building  a  major  sports 
complex,  the  Meadowlands.  His  influence 
helped  bring  the  paper’s  home  city  one  of 
the  finest  concert  halls  in  the  nation,  the 
New  Jersey  Performing  Arts  Center,  and, 
earlier,  the  Garden  State  Arts  Center. 
Similarly,  he  influenced  the  decision  to 
build  the  Liberty  Science  Center,  one  of 
the  finest  science  museums  in  the  East. 

He  was  so  instrumental  in  the  completion 
of  Interstate  80  across  New  Jersey  that  the 
stretch  is  sometimes  referred  to  as  “Interstate 
Pyeway.”  He  established  a  scholarship  for 
the  state’s  best  high  school  students,  many  of 
whom  have  won  academic  honors. 

I  refer  to  Mort  Pye.  editor  of  New 
Jersey’s  Star-Ledger  for  3 1  years,  who  died 
in  December  1997.  He  was  a  superb  editor 
who  built  a  “rag”  into  an  extraordinarily 
successful  paper,  he  also  influencing  his 
state  in  a  way  I  don’t  believe  any  other  edi¬ 
tor  in  this  century  could  match.  Even 
though  he  was  a  quiet,  unassuming  man 
who  preferred  the  background  over  the 
limelight,  he  left  his  mark.  New  Jersey  is  a 
far  better  place  becau.se  of  his  efforts. 

I  think  someone  should  come  forward 
and  recognize  the  outstanding  achieve¬ 
ments  of  a  great  editor. 

Jack  Elliott 
Warren,  N.J. 


U.  Md.  changes 
not  as  portrayed 

I’d  like  to  clarify  an  item  in  your  cover 
story  (“J-schools’  many  new  tracks,”  Jan. 
23,  p.  22).  It  incorrectly  noted  that  the 
“school  board”  of  the  University  of  Mary¬ 
land  College  of  Journalism  “recently  voted 
to  eliminate  advertising  courses  and  move 
public  relations  to  a  different  school.” 

Our  20-member  Board  of  Visitors,  a 
national  cross-section  of  leading  print  and 
broadcast  journalists  and  news  executives, 
voted  unanimously  to  support  a  College 
Assembly  decision  last  spring  to  shift  the 
public  relations  program  from  the  College 
of  Journalism  to  another  department  on 
campus.  The  decision  to  eliminate  adver¬ 
tising  had  been  approved  by  the  College 
Assembly  several  years  ago. 

While  it  is  wonderfully  supportive  of 
changes  and  innovation  here,  we  didn’t 
want  to  give  the  impression  that  our  Board 
of  Visitors  is  making  curriculum  and  pro¬ 
gram  decisions  at  the  college. 

Frank  Quine 
director  of  development, 
U.  Md.  College  of  Journalism, 
College  Park,  Md. 

Correction 

A  report  (Jan.  30,  p.  34)  on  the  acquisi¬ 
tion  of  AdOne  Classified  Network  incor¬ 
rectly  reported  George  Irish’s  title.  He  is 
president  of  Hearst  Newspapers,  not 
Hearst  Corp. 


Barnicle  returns 
to  local  TV  job 

Disgraced  former  Boston  Globe  colum¬ 
nist  Mike  Barnicle  is  back  at  work  —  in 
TV  —  after  issuing  a  mea  culpa. 

Forced  to  resign  from  the  Globe  last  year 
amid  accusations  of  plagiarism  and  falsifi¬ 
cation  in  both  media.  Barnicle  has  returned 
to  his  16-year  position  as  contributor  on 
WCVB-TV’s  nightly  Chronicle  program 
after  a  five-month  leave  of  absence. 

In  a  prepared  statement,  Barnicle 
called  his  mistake  in  a  column  “one  of 
laziness”  and  said  he  was  “.sorry  to  have 
disappointed  anyone.” 

In  addition,  WCVB  said  it  accepted 
Barnicle ’s  apology  for  recommending  on 
the  air  George  Carlin’s  book  Brain  Drop¬ 
pings.  Barnicle  later  admitted  he  hadn’t 
read  the  book. 
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CHICAGO  TRIBUNE  I 

FRANK  CARLOS  GIHAN  to  direc-  i 
tor  of  community  relations,  from  director 
of  public  and  community  affairs  at 
McDonald’s  Corp. 

BYRON  WHITE  to  manager  of  com-  i 
munity  relations,  from  earlier  serving  as 
an  editorial  board  member  and  metro 
reporter  and  editor. 

THE  COLUMBIAN 

BETH  SMITH  to  motor  route  manag¬ 
er  at  the  Vancouver,  Wash.,  daily,  from 
administrative  assistant  to  the  vice  presi¬ 
dent  and  circulation  director. 

DAILY  HERALD 

JIM  DAVIS  to  manager  and  editor  of 
the  DuPage  edition  of  the  Arlington 
Heights,  Ill. -based  daily.  He  retains 
responsibility  as  DuPage  editor. 

DAILY  PRESS 

SUSAN  M.  CONWAY  to  vice  presi¬ 
dent/human  resources  director  at  Daily 
Press  Inc.,  Newport  News,  Va.,  from  man¬ 
ager  of  human  resources  at  the  Sun- 
Sentinel,  Fort  Lauderdale,  Fla. 


Larry  and  Renee  Miller 


have  sold 

Jasper  County  (SC)  Sun 
Hardeeville  (SC)  Times 
The  Jasper  (SC)  Shopper 

(8,700  combined  non-daily  circulation) 
to 

Morris  Conununications  Corp. 

We  are  proud  to  have  represented 
Larry  and  Renee  Miller  in  this  transaction. 


Dirks,  Van  Essen  &  Associates 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.270O  FAX;  505.82O.29OO 
E-mail:  info@dirksvanessen.com  http://www.dirksvanessen.com 


GIHAN  WHITE 

CHICAGO  CHICAGO 

TRIBUNE  TRIBUNE 


GANNETT  CO. 

TONIA  CUNNING  to  executive  editor 
of  the  Reno  Gazette-Journal  in  Nevada, 
from  managing  editor.  She  succeeds 
WARD  BUSHEE  who  moved  up  to  edi¬ 
tor  and  vice  president  of  The  Cincinnati 
Enquirer  last  month. 

HARTFORD  COURANT 

RICHARD  J  MEDEIROS  to  a  new 
position  as  display  advertising  director  at 
Connecticut’s  biggest  daily,  from  general 
advertising  manager. 

LA  PRENSA 

CLAUDIA  MARROQUIN-FRO- 
META  to  publisher  of  the  new  Spanish-lan- 
guage  weekly  to  be  launched  in  February  by 


CONWAY 
DAILY  PRESS 


MEDEIROS 

HARTFORD 

COURANT 


the  Press-Enterprise  Co.  of  Riverside,  Calif., 
from  executive  editor  in  chief  of  Hispanic 
Lifestyles  magazine,  also  in  Riverside. 

LIBEL  DEFENSE 
RESOURCE  CENTER 

KENNETH  M.  VITTOR,  executive 
vice  president  and  general  counsel  for  the 
McGraw-Hill  Cos.,  was  elected  to  a  two- 
year  term  as  chairman  of  the  executive 
committee  of  the  media-funded  libel 
research  organization  in  New  York. 

LOS  ANGELES  TIMES 

NANCY  YOSHIHARA  to  fashion  edi¬ 
tor  for  Southern  California  Living,  the 
Friday  feature  section.  A  former  editorial 
writer,  she  heads  a  team  aiming  to  expand 
coverage  of  consumer-oriented  fashion 
and  industry  news. 

VALLI  HERMAN  to  senior  fashion 
writer,  from  senior  fashion  writer  in  the 
Dallas  Morning  News  fashion  section. 

MICHAEL  QUINTANILLA  to  staff 
writer  covering  fashion,  from  staff  writer. 

MEDIA  HUMAN  RESOURCES 

WILLIAM  BEAUCHAMP,  director 
of  human  resources  and  training  at  Morris 
Communications  Corp.  in  Augusta,  Ga., 
was  elected  secretary  of  the  Media  Human 
Resources  Association  for  1999  and  pres¬ 
ident-elect  for  2001. 

MORRIS  COMMUNICATIONS 

CINDY  ALLEN  to  general  manager  of 
the  Log  Cabin  Democrat  in  Conway,  Ark., 
from  executive  director  of  The  Morning 
Sun  in  Pittsburg,  Kan. 

RITA  THOMAS  to  general  manager  of 
The  Grand  Island  Independent  in  Nebras¬ 
ka,  from  marketing  and  promotions  man¬ 
ager  of  the  Log  Cabin  Democrat. 

NEWSPAPER  ASSOCIATION 
OF  AMERICA 

JACKIE  HANCOCK  to  project  direc¬ 
tor  for  the  creative  services  department  at 
the  Newspaper  Association  of  America  in 
Vienna,  Va.,  from  manager  of  creative 
operations  for  Stackig  Advertising  and 
Public  Relations  in  McLean. 
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MEWSPEOPl  F  _ 

by  Joanne  Messina 


THE  NEW  YORK  TIMES 

FRANK  RICH  to  senior  writer  for 
The  New  York  Times  Magazine.  He 
remains  as  an  op-ed  columnist  for  the 
newspaper  and  gets  an  expanded  bi¬ 
weekly  column. 

OMAHA  WORLD-HERALD  CO. 

RICHARD  L.  SEIBERT  general 
manager  of  the  newspaper  and  vice  pres¬ 
ident  of  the  Omaha  World-Herald  Co., 
elected  a  company  director,  along  with 
Michael  L.  Gallagher,  a  Phoenix  attorney 
and  trustee  with  the  Peter  Kiewit  Co. 

THE  PLAIN  DEALER 

SANDRA  THEIS  to  Columbus  bu¬ 
reau  chief  of  the  Cleveland.  Ohio-based 
paper,  from  Columbus  bureau  chief  at 
The  Cincinnati  Enquirer. 

PRESS-ENTERPRISE  CO. 

DAVID  CORNWALL  to  vice  presi¬ 
dent  of  advertising  at  the  Press-Enterpri.se 
Co.,  Riverside,  Calif.,  from  advertising 
director. 

DONNA  DAWSON  to  promotion 
manager,  from  promotion  manager  for 
The  Sun,  San  Bernardino,  Calif. 

JOE  FREDERICKSON  to  vice  pres¬ 
ident,  from  marketing  director. 

ED  LASAK  to  vice  president  of 
finance,  from  finance  director. 

JUDY  LEVERONE  to  marketing 
research  manager,  from  marketing  re¬ 
search  manager  at  Calkins  Newspapers, 
Levittown,  Pa. 

SUSAN  MARQUEZ  to  vice  president 
of  administration,  from  director  of 
administration. 

ROBERT  PERONA  to  vice  president 
of  circulation  and  production,  from  direc¬ 
tor  of  circulation  and  production. 

HOWARD  OWENS  to  vice  president 
of  operations,  from  director  of  technology. 

GEORGE  RODRIGUE  to  president 
of  news  and  executive  editor,  from  man¬ 
aging  editor. 

REPUBLIC  NEWSPAPERS 

TONY  COX  to  publisher  of  the 
Volunteer  Valley  Business  Journal, 
from  publisher  of  the  Jessamine  (Ky.) 
Journal. 

DOUGLAS  FETZER  to  publisher  of 
the  Seminole  Herald,  Sanford,  Fla.,  from 
advertising  manager  and  commercial  print 
manager  for  the  Altoona  (Pa.)  Mirror. 

JIM  WILSON  to  president  of  Re¬ 
public  Newspapers  in  Knoxville,  Tenn., 
from  vice  president  of  Post  Co.  in  Idaho 
Falls.  Idaho. 


SPRINGFIELD  NEWSPAPERS 

LARRY  MCDERMOTT  to  publisher 
of  Massachusetts’  Springfield  Newspa¬ 
pers,  from  associate  publisher  and  editor. 

WHITE  HOUSE  WEEKLY 

MARTIN  R.  SIEFF  to  editor.  Publish¬ 
er  Llewellyn  King  remains  editor  in  chief. 


E6fP  OBITUARIES 


ROBIN  ADAIR,  an  Associated  Press 
technician  who  helped  set  up  AP’s  first 
New  Mexican  bureau,  died  Jan.  26.  He  was 
97,  and  his  AP  career  spanned  40  years. 

JANE  BAUMAN,  78,  a  columnist  for 
The  Hutchinson  (Kan.)  News,  died  Jan.  27. 
She  began  writing  her  award-winning  col¬ 
umn  “Farm  and  Fancy”  in  1959.  The  last 
installment  ran  just  weeks  before  her  death. 

LEO  CHRISTENSEN,  68,  a  stereo¬ 
typer  for  The  New  York  Times  in  Edison, 
N.J.,  and  a  member  of  the  New  York 
Stereotypers  Union,  died  Jan.  28  as  a 
result  of  injuries  from  a  car  crash. 

ELIE  KAGAN,  70,  a  freelance  pho¬ 
tographer  who  covered  the  1961  as.sault 
on  Algerians  protesting  for  independence 
in  Paris,  died  Feb.  1.  His  startling  pho¬ 
tographs  of  the  bloodshed  among  demon¬ 
strators  were  widely  published  and  re¬ 
main  part  of  a  scant  body  of  independent 
information  on  the  event. 

JAMES  M.  MUNDIS,  84,  who 
reported  for  the  old  Chicago  Herald 
Examiner  and  Chicago  Daily  News,  died 
Jan.  1 2  of  a  heart  ailment.  He  was  a  mem¬ 
ber  of  the  National  Press  Club. 

FRANK  J.  NEVERS,  87,  a  former 
photo  editor  with  the  Associated  Press, 
died  Jan.  26.  His  35-year  AP  career  began 
in  Boston,  where  in  1943  he  became 
photo  editor.  After  transferring  to  Detroit, 
he  covered  the  1967  riots  and  remained 
there  until  his  retirement  in  1969. 

DAVID  RIMMEL,  86,  a  former  as¬ 
sistant  executive  editor  at  The  Plain 
Dealer  in  Cleveland,  died  Jan.  25.  He 
was  managing  editor  in  charge  of  gener¬ 
al  operations  during  the  1970s  and 
retired  in  1976. 

FLAURIENCE  SENGSTACKE 
COLLINS,  91,  a  former  copy  editor  at 
the  Chicago  Defender  and  niece  of  the 


newspaper’s  founder,  Robert  Sengstacke 
Abbott,  died  Jan.  11.  She  began  at  the 
newspaper  in  1931  as  a  copy  editor  and 
proofreader.  After  a  brief  hiatus  as  a 
teacher,  she  returned  to  the  African- 
American  daily,  where  she  worked  in  var¬ 
ious  roles  until  she  retired  in  1975. 

MAE  TALBOTT,  95,  publisher  of 
Chicago’s  biweekly  community  newspa¬ 
per  Town  and  Garden  Topics,  died  Jan. 
14.  The  paper  covered  a  two-block  com¬ 
plex  known  as  Old  Town  Gardens 
Apartments,  which  was  home  to  many 
writers  and  photographers,  during  the 
1950s  and  1960s. 

MASON  WALSH,  86,  publisher  of 
The  Arizona  Republic  and  old  The 
Phoenix  Gazette,  died  Jan.  30  due  to 
complications  from  pneumonia.  His  ca¬ 
reer  began  in  Texas,  where  he  was  a  re¬ 
porter,  city  editor,  and  news  editor  for  the 
now-defunct  Dallas  Dispatch  Journal 
and  Austin  Times  Herald.  As  a  news  exec¬ 
utive,  he  waged  campaigns  against  crime 
and  promoted  medical  forums  and  jx)lio 
immunization.  He  was  president  of  the 
Associated  Press  Managing  Editors  Asso¬ 
ciation  in  1963. 

KEN  WYNN,  60,  a  freelance  sports- 
writer  in  Georgia,  died  Jan.  27  of  a  heart 
attack.  He  wrote  for  the  Marietta  Daily 
Journal,  Athens  Banner  Herald,  The 
Tifton  Gazette  and  The  Observer  in 
Moultrie,  among  others,  and  won  awards 
from  the  Georgia  Press  Association. 


ExSfP  AWARDS 


The  1999  International  Wheel 
Awards,  presented  by  the  Detroit  Press 
Association  at  the  North  American 
International  Auto  Show  in  Detroit,  hon¬ 
ored  the  Detroit  Free  Press  with  the 
Golden  Wheel  Award  and  $3,500  in  cash 
for  its  story  on  the  merger  of  Chrysler  and 
Daimler-Benz. 

The  34th  annual  Alicia  Patterson 
Foundation  Fellowships,  including  a 
$35,000  stipend,  went  to  Los  Angeles 
Times  reporter  Frank  Clifford;  Paul 
Cuadros,  Center  for  Public  Integrity; 
Louis  Freedberg,  San  Francisco  Chron¬ 
icle',  Colorado  freelancers  Scott  Warren 
and  Leonard  Hansen;  photographer  Tim 
Kao  of  San  Jose,  Calif.;  New  York  free¬ 
lancer  Elizabeth  Royte;  and  Polish  free¬ 
lancer  Peggy  Simpson. 
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COVER  STORY 


BY  MATT  VILLANO 


How  Newspaper  in 
Education  programs 
strive  to  link  worlds 
of  print  and  Web 

The  trick  is  to  excite  students’  interests  in  print 
products  through  glamour  and  added  dimensions 
of  the  Web  without  losing  lure  of  print 

Students  in  Doreen  Andersen’s  cles  in  print,  and  then  they  saw  them 
fourth  grade  class  know  more  about  develop  on  a  screen  right  in  front  of 
Long  Island  history  than  many  them,”  says  Andersen,  who  teaches  at  the 
Newsday  readers.  Last  year,  in  a  series  Nesconset  Elementary  School  in 
called  “Long  Island:  Our  Story,”  the  Smithtown,  N.Y.  “The  newspaper  took  on 
newspaper  published  an  article  about  a  a  whole  new  dimension  for  them.  They 
famous  person  or  event  in  the  area’s  past,  still  enjoyed  the  printed  pages,  but  they 
Most  readers  saw  only  the  printed  page,  thought  this  . . .  [was]  just  plain  fun.” 
but  Andersen  distributed  the  articles  to  As  more  teachers  in  elementary  and 
her  students,  then  rounded  out  each  les-  secondary  schools  across  the  country  con- 
son  with  a  trip  to  the  paper’s  Newspaper  nect  their  classrooms  to  the  Internet,  pub- 
in  Education  (NIE)  Web  site.  lications  like  Newsday  are  responding 

Online,  the  children  checked  out  dia-  with  Web-based  educational  resources 
grams  and  pictures,  followed  interactive  that  combine  editorial  content  with  inter¬ 
time  lines,  and  listened  to  narrated  active,  multimedia  wonders.  Nearly  75 
excerpts  of  associated  material.  They  newspapers  from  Fairbanks  to  Fort 
played  “Mystery  of  History,”  a  game  in  Lauderdale  have  launched  NIE  sites  over 
which  Andersen  asked  her  students  a  the  last  few  years,  and  Jim  Abbott,  man- 
question  about  a  particular  article,  and  ager  of  educational  programs  for  the 
they  had  to  hunt  down  the  answer  on  the  Newspaper  Association  of  America 
Web.  With  a  few  clicks  of  a  mouse,  says  Foundation  (NAAF),  says  that  number 
Andersen,  the  articles  simply  came  to  life,  should  top  100  before  the  end  of  the 
“My  kids  were  able  to  read  these  arti-  millennium. 
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Those  NIE  directors  who  have  Web 
sites  say  that  while  subscribing  teachers 
enjoy  receiving  newspapers  in  their  class¬ 
rooms  once  a  week,  the  teachers  like  the 
luxury  of  having  lesson  plans  online. 
Students,  they  add,  love  the  seemingly 
endless  amount  of  information  they  can 
find  there.  Parents  like  the  sites,  too, 
because  they  can  log  on  from  home  and 
see  what  kinds  of  lessons  their  children 
learn  in  school. 

The  only  ones  who  aren’t  always  raving 
about  these  new,  education-oriented  Web 
sites  are  NIE  coordinators  themselves. 
While  news  organizations  continue  to 
view  the  Web  as  a  medium  they  must  con¬ 
quer  to  survive,  NIE  organizations  are 
struggling  to  figure  out  how  they  can  use 
the  Internet  to  attract  young  readers  and,  at 
the  same  time,  teach  those  youngsters  the 
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importance  of  the  printed  page. 

“We  put  NIE  online  because  these 
days,  young  people  aren’t  as  involved 
with  actual  newspapers  as  they  are  with 
the  Internet,”  says  Patricia  Houk, 
Newsday's  educational  services  manager 
and  the  woman  who  masterminded  the 
Web  site  Andersen  uses  in  her  classroom. 
“An  NIE  Web  site  can  be  a  great  resource 
for  these  kids,  but  at  the  same  time,  we 
certainly  don’t  want  them  to  stop  reading 
the  paper  itself.” 

NEW  ‘HORIZONS’ 

Newsday's  online  NIE  program  was 
launched  with  the  online  newspaper  in 
1995.  From  the  beginning,  Houk  says,  the 
goal  of  the  Web  site  has  been  to  support 
the  program’s  offline  curriculum  and 
activities. 

This  month  to  commemorate  Black 
History  Month,  Houk  says  her  staff  has 


developed  activities  based  on  reprinted 
content  from  the  newspaper  itself. 

Suggestions  on  how  teachers  can  incor¬ 
porate  the  paper’s  daily  coverage  of  this 
event  comes  directly  from  curriculum 
guides  and  these  activity  pages.  The  rest 
of  the  information  —  such  as  a  link  to  a 
virtual-tour  of  the  Civil  Rights  Museum 
in  Memphis  —  exists  only  on  the  Web. 
Teachers  can  develop  lesson  plans  solely 
from  information  in  the  guides,  but  Houk 
says  those  teachers  who  incorporate  some 
of  the  Web-only  information  will  make  a 
good  lesson  even  better. 

“We  want  these  kids  to  understand  that 
Newsday  is  their  information  provider, 
online  and  off,”  she  says.  “If  a  teacher 
doesn’t  bother  with  our  Web  site,  will  that 
teacher’s  lesson  suffer?  Not  necessarily. 
But  the  teachers  who  use  the  Web  and  the 
paper  together  are  the  ones  who’ll  teach 
more  interesting  stuff.” 


The  News  A  Ohser\‘er 


Students  in  the  New  York  City  suburbs  of  Long  Island  raise  their 
historical  consciousness  with  World  Wide  Web  educational  tools 
tied'tS'traditional  newspap^  products. 


Jean  House  knows  all  about  combining 
online  and  offline  curriculum.  House,  NIE 
manager  for  the  News  &  Observer  in 
Raleigh,  N.C.,  used  the  Web  to  revolution¬ 
ize  her  paper’s  NIE  program  in  just  three 
years.  With  the  help  of  a  local  high  school 
student  (see  sidebar,  p.  31),  the  News  & 
Observer  launched  its  “School  Zone”  NIE 
Web  site  in  1996.  When  it  went  live,  the  site 
featured  a  subsection  called  “NandoNext,” 
a  series  of  pages  written  by  teens,  for  teens. 
Teen-agers  logged  on  by  the  thousands  to 
read  articles  about  topics  like  dating,  saving 
money,  and  applying  to  college.  The  pages 
were  so  successful.  House  says,  that  the 
News  &  Observer  began  printing  it  as  part 
of  the  paper  the  following  September,  in  a 
monthly  section  called  ‘Horizons.” 

“We  went  about  the  whole  thing  totally 
backward,”  House  says  of  the  teen  page. 
“Usually,  papers  have  the  content  first, 
then  they  put  it  online.  In  the  case  of 
‘Horizons,’  we  used  the  Web  to  develop 
the  content,  then  we  put  it  in  the  paper.” 

Since  then,  as  House  and  her  staff  have 
trained  North  Carolina  teachers  how  to 
use  the  Web,  they’ve  promoted  their 
offline  NIE  program  through  its  new 
online  component.  The  results.  House 
says,  have  been  overwhelming  —  since 
1996,  the  News  &  Observer's  annual  NIE 
circulation  has  tripled  from  400,000  to 
about  1.2  million.  What  does  that  mean 
for  NIE?  More  students  are  reading  the 
paper  now  than  ever  before.  House  says. 

IF  YOU  BUILD  IT, 

THEY  WILL  COME 

One  of  the  main  reasons  the  News  & 
Observer's  NIE  program  experienced 
such  a  significant  increase  in  circulation 
was  a  carefully  developed  strategy  of  mar¬ 
keting  the  program  to  a  specific  audience 
—  teachers.  According  to  the  NAAF’s 
Abbott,  many  online  NIE  programs  falter 
because  they  never  identify  whom  they’re 
trying  to  reach  through  the  Web. 

“An  audience  is  something  NIE  pro¬ 
grams  must  define  before  they  go  online,” 
Abbott  says.  “That’s  just  as  true  for  NIE 
programs  as  it  is  for  any  other  department 
of  a  news  organization.” 

If  most  of  the  teachers  in  an  area  aren’t 
wired,  Abbott  suggests,  a  newspaper 
should  wait  to  put  its  NIE  program  on  the 
Web.  Such  is  the  case  in  Florida,  at  the  St. 
Petersburg  Times.  NIE  manager  Lee  Ann 
Yeager  says  that  most  of  the  teachers  who 
subscribe  to  her  program  work  in  econom¬ 
ically  troubled  school  districts;  and  few  of 
them  have  computers  in  their  classrooms. 
Since  there’s  no  demand  from  subscribers, 
she  adds,  her  organization  has  not  devel¬ 
oped  an  online  component  to  NIE. 
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Online  lesson  plans  boon 
to  parents  and  educators 


by  Matt  Villano 

A  number  of  Newspaper  in  Education 
(NIE)  programs  write  their  own  les¬ 
son  plans  and  curriculum  guides.  For  those 
that  don’t,  there’s  Online  Education,  Inc. 

The  company  specializes  in  a  product 
called  NetLessons  —  weekly  online  les¬ 
son  plans  which  newspapers  can  down¬ 
load  and  incorporate  into  their  online 
NIE  programs.  Founder  and  president 
Mary  Ashmore  says  these  lessons  make 
an  educator’s  job  easier  by  combining 
newspaper  content  with  information 
found  only  on  the  Internet. 

“We’ve  packaged  lessons  so  they’re 
ready  for  teachers  to  Jump  right  in,” 
Ashmore  says  of  her  company,  which  she 
founded  in  1996  and  is  now  based  in 
Dallas.  “When  teachers  use  the  Internet 
as  part  of  a  lesson,  most  of  them  have  this 
fear  that  they  won’t  be  able  to  find  what 
they  need.  It  doesn’t  have  to  take  hours. 
We  give  teachers  everything  they  need  — 
curriculum,  materials,  and  direction.” 

Here’s  how  the  system  works:  Free¬ 
lance  curriculum  writers  develop  the  les¬ 
son  plans,  then  they  e-mail  them  to  Ash¬ 
more,  who  edits  them  and  sends  the  edit¬ 
ed  copies  in  Web-ready  e-mails  to  NIE 
coordinators  across  the  country.  Once 
they’ve  received  the  weekly  e-mails, 
coordinators  can  upload  the  material  to 
the  Web,  or  they  can  forward  the  e-mails 
to  subscribing  teachers. 

Because  NetLessons  focuses  on  articles 
from  The  Associated  Press  and  other  news 

“We’re  not  seeing  many  requests  by 
teachers  to  go  online,  so  we  don’t  feel  a 
rush  to  do  it,”  Yeager  says,  noting  that 
even  if  teachers  were  wired,  the  Times 
wouldn’t  have  the  monetary  resources  to 
put  NIE  on  the  Internet. 

“When  more  of  [the  paper’s  subscrib¬ 
ing  teachers]  go  online.  I’m  sure  we’ll 
feel  the  need  to  get  [an  NIE  Web  site] 
going.  Until  then,  it’s  Just  not  a  priority.” 

Some  papers,  however,  have  succeeded 
in  establishing  a  successful  Web  compo¬ 
nent  to  their  NIE  programs  with  no  audi¬ 
ence  at  all.  The  Provo  (Utah)  Daily 
Herald  launched  its  NIE  Web  site  last 
spring  at  a  time  when  almost  none  of  the 
local  schools  were  using  the  Internet. 
With  the  computer  giant  Novell  headquar¬ 
tered  nearby.  Daily  Herald  officials 
assumed  that  sooner  or  later  Provo  teach¬ 
ers  would  log  on.  They  hired  J.  Alan 
Baumgarten  as  the  paper’s  director  of 


sources,  it  is  particularly  helpful  for  NIE 
programs  not  large  enough  to  develop  cur¬ 
riculum  guides  on  their  own.  At  the  Star 
Tribune  in  Minneapolis-St.  Paul,  product 
manager  Mary  Ann  Kosmas  publishes 
Online  Education’s  weekly  lessons  on  her 
Education  Resources  Web  site  to  provide 
Minnesota  teachers  with  alternative  activ¬ 
ities  for  the  classroom.  Kosmas  says  that 
having  lesson  plans  she  can  trust  enables 
her  to  focus  her  energy  on  larger  projects. 

“We  don’t  run  a  traditional  NIE  site,  but 
I  function  like  mo.st  NIE  departments  do 
—  with  minimal  staff,”  Kosmas  says. 
“Those  lesson  plans  really  come  in  handy.” 

The  Star  Tribune  isn’t  the  only  metro¬ 
politan  newspaper  to  rely  on  Ashmore’s 
product.  Debra  Paular-Aban,  educational 
services  manager  at  The  Sacramento  Bee, 
says  the  weekly  lessons  have  been  a  con¬ 
tent  provider  for  her  program’s  Web  site 
since  she  launched  it  in  September  1996. 

“Those  [lessons]  provide  us  with  con¬ 
tent  we  wouldn’t  have  time  to  create  our¬ 
selves,”  Aban  says.  “Having  all  of  that  on 
our  site  really  makes  us  look  savvy. 
That’s  something  teachers  appreciate.” 

As  more  newspapers  establish  Web 
sites  for  their  NIE  programs,  Ashmore 
expects  her  client  list  to  grow.  She  says 
that  her  company  recently  partnered  with 
Ford  Motor  Co.  and  Bell  South  to  deliv¬ 
er  a  new,  print-based  Internet  guide  to 
classrooms  in  North  Carolina  and  Ohio. 
The  company  is  looking  to  expand  its  list 
of  sponsors  for  the  1999-2000  school 
year,  she  says. 

educational  services,  and  Baumgarten 
convinced  them  to  build  a  Web  site  for  the 
paper’s  NIE  program. 

“By  providing  the  online  framework 
for  Newspaper  in  Education,  our  thinking 
was  that  hopefully  teachers  and  school 
districts  would  get  their  classrooms 
wired  more  quickly,”  Baumgarten  says. 
“We  worked  hard  to  set  the  site  up  so  it 
has  lesson  plans  ready  for  teachers  to  use 
right  away.” 

The  Daily  Herald's  site  offers  teachers 
a  new  lesson  plan  every  week.  Plans 
always  relate  to  current  events,  and 
teachers  can  print  them  directly  from  the 
Web,  or  they  can  have  students  follow  the 
plans  on  computers  in  the  classroom. 
Baumgarten  purchases  the  plans  from  a 
Dallas-based  company  called  Online 
Education  Inc.,  an  outfit  that  specializes 
in  providing  online  curriculum  guides  to 
NIE  Web  sites  (see  sidebar,  left). 


Teachers  like  Karl  Barksdale  say  the 
program  creates  an  engaging  mix  of  the 
old  and  the  new.  Barksdale  teaches  com¬ 
puter  skills  at  Fairer  Middle  School  in 
Provo,  and  uses  the  Daily  Herald's  online 
lessons  to  get  his  students  reading  the 
paper  every  week.  At  the  end  of  each  les¬ 
son,  he  says,  he  gives  his  students  mater¬ 
ial  that  connects  the  Internet  with  content 
in  the  daily  newspaper. 

“This  tie-in  is  critical  because  it  helps 
students  understand  the  relationship  be¬ 
tween  online  and  traditional  print  infor¬ 
mation  sources,”  Barksdale  says.  “If  the 
goal  is  to  help  students  become  lifelong 
learners  and  critical  consumers  of  infor¬ 
mation,  [then]  the  Herald's  online  lesson 
is  [one]  solution.” 

MORE  IS  MORE 

An  even  better  solution,  says  Abbott, 
is  creating  a  Web-based  environment  in 
which  teachers,  students,  and  parents 
can  connect  with  current  events  and 
with  each  other.  That’s  exactly  what 
The  New  York  Times  did  with  its 
Learning  Network. 

The  Times  invented  NIE  back  in  the 
1930s,  when  executives  decided  that  for 
the  paper  to  survive,  they  needed  to  get 
the  paper  into  the  hands  of  students.  The 
paper’s  emphasis  on  young  readers 
ended  in  the  1950s,  when  thousands  of 
subscribers  moved  to  the  suburbs  and 
the  paper  spent  its  money  delivering  to 
homes  instead  of  classrooms.  Priorities 
changed  again  in  the  early  1990s,  when 
market  research  showed  that  people 
who  read  the  Times  every  day  are  most¬ 
ly  people  who  were  exposed  to  the 
paper  at  an  early  age. 

The  paper  redoubled  its  efforts  to  get 
its  product  back  into  the  classroom  and 
embarked  on  a  calculated  plan  to  sup¬ 
plement  a  new  NIE  subscription  drive 
with  a  Web  site. 

After  years  of  research,  a  task  force, 
and  four  focus  groups.  Times  officials 
launched  the  Learning  Network  this  past 
September.  The  site  is  among  the  newest 
of  the  industry’s  online  NIE  representa¬ 
tives,  and  with  separate  content  sections 
for  teachers,  students,  and  parents,  it 
quickly  established  itself  as  a  compre¬ 
hensive  newspaper-related  online  educa¬ 
tion  resource. 

Every  day,  the  Learning  Network  posts 
a  different  feature  article  from  the  news¬ 
paper  itself,  supported  by  an  e-mail-based 
lesson  plan  and  suggested  activities,  both 
online  and  off.  Times  staffers  develop  new 
les.son  plans  every  week,  with  input  from 
curriculum  writers  from  New  York’s  Bank 
Street  College  of  Education.  For  major 
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Web  phenom  revolutionizes  schooi’s  site 


Andrew  Fiore  is  embarrassed.  He’s  on  the  phone,  describ-  gram’s 
ing  his  crowning  accomplishment  in  Web  development  “We 
and  —  all  of  a  sudden  —  a  friend  barges  in  and  gives  him  a  was  a  v 
big  bear  hug. 

“What  was  I  talking  about?”  he  asks,  nervously. 

“Oh  yeah  —  the  News  <&  Observer.” 

This  is  life  for  the  19-year-old  Cornell  University 
freshman.  One  moment,  he’s  on  the  phone  with  Mom 
and  Dad.  The  next,  he’s  doing  a  phone  interview. 

Around  the  Nen’s  &  Observer  in  Raleigh,  N.C., 

Fiore  is  somewhat  of  an  artistic  legend.  Back  when 
he  was  16,  between  his  sophomore  and  junior  years 
at  C.E.  Jordan  High  School,  Fiore  single-handedly 
designed  a  Web  site  for  the  paper’s  Newspaper  in 
Education  (NIE)  program.  For  $15  an  hour,  he  ere-  Web  creator  Fiore 
ated  the  site  that  quickly  became  a  popular  place  for 
teachers,  students,  and  parents  from  all  over  North  Carolina  to  out  tak 
find  educational  resources  online.  copyed 

“I  tried  to  make  a  product  that  was  appealing  and  helpful,”  for  Nai 
Fiore  says  now,  looking  back.  “1  was  really  proud  to  be  pages,  i 
involved  with  the  paper  [my  family]  had  gotten  my  whole  life.”  “Wei 
Fiore  started  out  as  part  of  the  paper’s  “NandoNext”  pro-  “Once 
gram,  a  hands-on  Journalism  experience  that  enables  high  As  tl 
school  students  to  write,  edit,  and  design  a  Web  site.  Jane  down.  J 
House,  the  News  &  Observer's  NIE  manager,  hired  Fiore  in  As  he  d 
the  summer  of  1996  to  do  some  freelance  design  work  on  a  site  work,  t 
she  was  putting  together.  Three  months  later,  she  says,  her  pro-  paper’s 


gram’s  “School  Zone”  was  bom. 

“We  had  a  Web  site  before  we  got  [Fiore]  involved,  but  it 
was  a  very  basic  thing,”  House  says.  “We  figured,  ‘Who  better 
to  design  a  site  for  teachers  and  students  than  a  stu¬ 
dent?’  I  think  we  figured  right.” 

Once  he  finished  that  first  job,  Fiore  couldn’t 
get  enough.  He  worked  on  “Horizons,”  a  Web  and 
print  page  written  by  teens,  for  teens.  He  worked 
on  “Excuses,  Excuses,”  an  online,  mad-lib  type 
game  that  teaches  students  the  parts  of  speech.  Oh 
yeah  —  and  he  just  redesigned  the  NandoNext 
Web  site,  too. 

Now  that  he’s  a  college  man.  Fiore  has  cut  back 
drastically  on  his  extracurricular  work.  He’s  still 
3r  Fiore  not  sure  whether  to  major  in  computer  science, 
classics,  or  women’s  studies  and  trying  to  figure  it 
out  takes  time.  On  breaks,  he  says,  he  does  some  part-time 
copyediting  for  the  News  &  Observer  and  some  Web  design 
for  NandoNext.  Occasionally,  he’ll  help  House  format  some 
pages,  too. 

“Web  work  is  a  really  rewarding  thing  to  do,”  he  says. 
“Once  you  start,  it’s  really  tough  to  give  it  up.” 

As  the  saying  goes,  however,  you  can’t  keep  a  good  man 
down.  Just  last  week,  Fiore  checked  out  the  Cornell  Daily  Sun. 
As  he  describes  the  night,  he  took  a  tour,  filled  out  some  paper¬ 
work,  then  inquired  about  —  what  else?  —  working  on  the 
paper’s  Web  site.  —  M.V. 


events  such  as  the  impeachment  trial  or  an 
election,  the  lesson  plans  evolve  nightly, 
as  the  news  occurs. 

“It  used  to  take  us  three  or  four  months 
to  put  together  a  printed  curriculum 
guide,”  says  Patsy  Morton,  director  of 
education  alliances. 

“With  the  Learning  Network,  we  can 
get  information  on  the  Web  in  a  matter  of 
days.  It’s  amazing  how  much  more 
responsive  we  are  now.” 

Earlier  this  winter,  Morton  continues, 
she  received  a  number  of  e-mails  from 
parents  interested  in  additional  resources 
for  home  schooling.  Within  days,  she  and 
education  editor  Robert  Larson  created  a 
“Learning  at  Home”  feature  specially 
designed  for  parents. 

The  home  schooling  feature  attracts 
steady  traffic  throughout  the  week, 
Morton  says.  The  most  popular  portions 
of  the  site,  however,  are  the  “On  this 
Day”  in  history  feature  and  the  “Ask  the 
Reporter”  feature,  where  students  can 
send  e-mail  questions  about  the  news  to  a 
number  of  Times  reporters  and  editors 
who  volunteer  to  answer  a  certain  num¬ 
ber  of  questions  every  day.  Participating 
journalists  receive  hundreds  of  questions 
each  week,  and  Morton  says  that  many  of 
the  questions  indicate  that  students  are 
following  current  events. 

“It’s  way  too  early  to  have  a  definitive 


result  of  the  effect  our  site  has  had  on 
the  kids,”  she  says.  “We  do  know, 
though,  from  the  e-mails  they’re  send¬ 
ing  us,  that  they’re  reading  the  news.  At 


this  point,  it  doesn’t  matter  if  they  read 
their  news  online  [or  offline],  the  fact 
that  they’re  involved  with  the  paper  at 
all  is  very  important.”  Ml 
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www.suburban-new$.org 

Web  Site  &  Discussion  Forums  to  Meet  the  Unique  Informotionol  and 
Networking  Needs  of  Suburbon  Newspaper  Professionals! 

Visit  wvm.suburban-news.org  -  the  Web  site  of  Suburban  Newspapers  of 
America  (SNA)  -  for  the  latest  news,  information  and  events  taking  place 
throughout  the  suburban  newspaper  industry.  Our  Web  site  is  the  only  site 
covering  the  suburban  newspaper  industry  exclusively. 

•  Click  "What's  New"  to  learn  about  the  latest  suburban 
newspaper  transactions. 

•  Click  "Information  for  Suburban  Newspaper  Advertisers"  for 
information  and  data  on  the  value  of  advertising  in  suburban  newspapers. 

•  Click  "Discussion  Forums"  to  share  ideas  with  other  suburban 
newspaper  pros. 

•  Click  "Classifieds"  for  industry  job  listings,  newspapers  for  sale,  etc. 

•  Click  "Membership  Directory"  and  "Peer  Cansuiting  Directory"  for  a 
comprehensive  listing  of  SNA's  members  and  experts  on  a  wide  variety 
of  suburban  publishing  topics. 
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Online  classifieds 
providers  beef  up 

Several  providers  of  Web  classifieds  to  newspaper 
companies  have  recently  enhanced  their  offerings 


by  Carl  Sullivan 

Just  slapping  your  classified  ads  onto 
your  Web  site  doesn’t  cut  it  anymore. 
These  days,  newspapers  have  to  find 
more  interactive  ways  to  present  ads  and  to 
serve  online  readers.  Otherwise,  they 
might  lose  customers  to  Internet  compa¬ 
nies  like  Yahoo!  and  Classifieds200(). 

That’s  where  newspaper-oriented  firms 
like  AdOne,  Classified  Ventures,  and  Pow- 
erAdz.com  come  into  play.  These  compa¬ 
nies  and  others  are  rapidly 
updating  their  services  in  an 
effort  to  help  the  newspaper 
industry  hold  onto  its  $17  bil- 
lion-per-year  business. 

On  Feb.  1,  AdOne  LLC  of 
New  York  unveiled  “Place  An 
Ad,’’  a  new  classified  advertise¬ 
ment  placing  system  for  print 
and  online  newspapers.  AdOne 
partnered  with  AdStar  Services 
Inc.  of  Marina  del  Rey,  Calif, 
to  create  the  system,  which 
allows  any  advertiser  to  create  a 
classified  ad,  schedule  when  the 
ad  will  run.  and  pay  for  the  ad 
all  in  real  time. 

Once  an  ad  is  entered  into  the 
system,  the  software  automati¬ 
cally  prepares  it  for  both  print 
and  online  publication  —  in¬ 
cluding  line  counts  for  print 
ads,  so  that  the  correct  fee  can  be  charged. 
The  technology  will  be  available  at 
AdOne-affiliated  newspapers  and  at 
ClassifiedWarehouse.com,  the  company’s 
national  Web  site  during  the  first  quarter 
of  this  year. 

A  relative  newcomer  to  the  online  clas¬ 
sifieds  field,  Pentawave  Inc.  of  Scottsdale, 
Ariz.,  has  developed  its  own  multipublish¬ 
ing  system  for  publisher,  auto  dealer,  and 
consumer.  The  software  has  been  installed 
at  The  San  Dief’o  Union-Trihnne,  where 
ads  are  automatically  created  for  both  the 


newspaper  and  the  Web.  Even  photographs 
of  the  cars  can  be  included.  Pentawave  will 
roll  out  its  products  at  papers  belonging  to 
E.W.  Scripps  Corp.,  which  signed  a  con¬ 
tract  with  Pentawave  last  fall. 

At  PowerAdz.com  in  Rensselaer,  N.Y., 
developers  are  working  on  a  similar  system 
that  will  allow  businesses  and  consumers  to 
create  their  own  ads.  Last  month,  the  com¬ 
pany  launched  AdQuest3D,  an  enhanced 
classifieds  model.  The  three  dimensions  of 
the  .service  are  online  classifieds,  extensive 


editorial  content,  and  Yellow  Pages  listings, 
says  chairman  Bob  Godgart.  “Traditionally, 
newspapers  haven’t  spent  much  time  on 
their  classifieds,”  Godgart  says.  “There’s 
been  little  innovation.” 

Incorporating  Yellow  Page  listings 
and  rich  editorial  content  around  search¬ 
able  classifieds  will  attract  more  adver¬ 
tisers  and  will  keep  Web  surfers  at 
newspapers’  online  classified  sites 
longer,  Godgart  believes. 

There’s  already  evidence  of  success, 
according  to  Bruce  McEwing,  director  of 


marketing  communications.  He  says  that 
within  1 2  hours  of  turning  on  the  enhanced 
AdQuest,  the  average  amount  of  time  that  a 
Web  user  spent  on  the  classified  pages 
increased  seven  times. 

Web  visitors  have  a  lot  to  look  at 
besides  classified  listings.  PowerAdz.com 
has  spent  hundreds  of  thousands  of  dollars 
on  deals  to  acquire  content  specific  to 
each  classifieds  category. 

For  example,  under  automobile  ads, 
users  will  find  not  only  classifieds  for 
local  cars,  but  also  general  pricing  infor¬ 
mation,  features  available,  fuel  economy 
information,  and  safety  statistics.  Users 
also  get  articles  on  car  shopping  and  leas¬ 
ing,  automobile  reviews,  and  access  to  car 
guides.  On  the  car  page.  Yellow  Page  list¬ 
ings  for  local  car  dealers  and  any  other 
businesses  that  provide  .service  or  parts  for 
automobiles  will  also  be  available.  Local 
newspapers  will  have  the  option  of  selling 
enhanced  Yellow  Page  listings  to  their 
local  businesses. 

PowerAdz.com  believes  its  Yellow 
Page  listings  will  be  useful 
because  they  are  category  spe¬ 
cific.  In  other  words,  the  auto¬ 
motive  Yellow  Page  listings  are 
provided  from  a  link  on  the 
automotive  classifieds  page. 
“That’s  what’s  most  important 
—  the  adjacency  of  a  directory 
to  a  particular  activity,”  says 
Chris  Charron,  an  analyst  at 
Forrester  Research  in  Cam¬ 
bridge,  Mass. 

Developing  separate  sites  for 
different  types  of  classifieds  is 
essential,  says  Charron.  “With 
the  Internet,  classifieds  as  we 
know  them  will  fragment  into 
particular  categories,”  he  says. 
“People  will  not  say,  ‘I  want  to 
look  at  the  online  classifieds.’ 
They’ll  say,  ‘I  want  to  look  for  a 
car  or  a  home  or  a  Job,  so  I’ll  go 
to  the  appropriate  site.’” 

Charron  encourages  newspapers  to 
get  involved  with  these  types  of  sites, 
and  not  limit  themselves  to  one  classi¬ 
fieds  section  on  their  Web  sites  that 
covers  all  categories. 

Owned  by  eight  newspaper  compa¬ 
nies,  Classified  Ventures  LLC  of 
Chicago  has  moved  ahead  with  this 
model  with  its  titles,  including  apart- 
ments.com  and  cars.com.  It  plans  to  roll 
out  an  improved  MovingCenter.com  by 
the  end  of  this  quarter.  Bi 
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The  Gadsden  (Ala.)  Times,  an  NYT  paper,  is  using  AdQuestSD. 
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Getting  the  diagnosis 
on  pharmaceuticais 


by  Charles  Bowen 

Pharmaceuticals  and  the  drug  indus¬ 
try  should  be  on  the  minds  of  a  vari¬ 
ety  of  reporters  in  your  newsroom. 
Besides  the  medical  writers,  who  obvious¬ 
ly  need  to  be  up  to  date  on  new  drugs  as 
they  hit  the  market,  police  reporters  could 
use  a  fast  look-up  to  ascertain  the  side 
effects  and  symptoms  of  overdose  for 
medicines  that  might  be  involved  in  crime 
investigations.  Or  education  writers  want 
comparative  information  on  drugs  used  to 
treat  students  with  attention  deficit  disor¬ 
der.  Columnists  probably  can  get  mileage 
out  of  the  list  of  the  year’s  most  frequently 
prescribed  medicines. 

The  database  of  choice  is  RxList, 
which  has  data  on  hundreds  of  pharma¬ 
ceuticals,  including  the  warnings,  interac¬ 
tions,  dosages,  and  overdose  symptoms 
and  treatments.  The  database  enables  you 
to  search  by  brand  or  generic  name.  Visit 
http;//www.rxlist.com,  and  enter  the  name 
of  the  drug  you’re  re.searching.  In  a 
moment,  the  site  produces  a  list  of  entries 
matching  your  query,  many  of  which 
incorporate  hypertext  links. 

Click  on  the  link  to  the  medication  on 
which  you  wish  additional  information. 
The  site  then  produces  up  to  a  half-dozen, 
single-spaced  pages  about  the  medication. 
The  report  identifies  the  categories  of  ail¬ 
ments  for  which  the  drug  is  prescribed, 
reports  its  classification  by  the  U.S.  Food 
and  Drug  Administration,  and  lists  all  its 
known  brand  names.  In  addition,  it  reports 
the  warnings  required  on  the  drug’s  pack¬ 
aging,  detailed  description,  clinical  phar¬ 
macology,  precautions,  dosage,  and  more. 

RxList  also  can  be  searched  for  symp¬ 
toms,  side  effects,  reactions,  and  other  ref¬ 
erences.  To  do  that,  click  on  the  Keyword 
Search  on  the  introductory  page.  In  the 
resulting  data  field,  you  can  use  Boolean 
operators  (AND,  OR,  and  NOT)  and  use 
the  asterisk  as  a  wildcard  to  search  for 
portions  of  words.  For  instance,  if  you 
need  to  look  for  entries  about  drugs  that 
mention  the  words  “headache”  and  any 
form  of  the  word  “bleed,”  you  could  enter 
HEADACHE  AND  BLEED*. 


You  also  can  locate  some  medications 
by  their  imprint  codes  —  the  numbers  and 
letters  stamped  on  pills  and  capsules.  To 
use  this  feature,  click  on  the  RXLIST-ID 
link  on  the  site’s  main  page.  Examine  the 
pill  or  capsule  for  numbers,  letters,  or  a 
name.  The  site  lists  entries  containing  that 
code,  names,  and  descriptions  of  the  pill. 
An  additional  data  field  enables  you  to 
seek  more  information  about  that  drug  and 
its  properties. 

Finally,  interested  in  what  drugs  are 
being  most  frequently  prescribed  these 
days?  Click  on  “The  Top  200”  link  on  the 
introductory  screen.  The  site  lists  the  top 
pharmaceuticals,  as  ranked  by  American 
Druggist  magazine,  providing  for  each  a 
brand  name,  the  manufacturer,  and  the 
hyperlinked  generic  name.  Also  a  link  on 
the  top  of  the  page  lets  you  view  the  list  in 
alphabetical  order. 

Other  considerations  for  using  this  site: 

IThe  site  uses  what  is  called  a  “fuzzy 
search”  algorithm.  That  is,  it  assumes 
your  input  might  be  spelled  incorrectly 
and  automatically  attempts  to  find  the 
closest  possible  matches.  Because  of 
that,  the  results  sometimes  appear  non¬ 
sensical,  though  they  did  reflect  a  certain 
similar  pattern  in  a  range  of  spelling 
probability.  You  can  turn  off  this  fuzzy 
search  feature  by  using  an  asterisk  as  a 
wildcard  in  your  searches. 

2  The  database  contains  information 
primarily  on  products  currently  on  the 
U.S.  market  or  close  to  approval.  The 
reports  on  specific  pharmaceuticals  are 
copyrighted  by  Mosby  Inc.,  a  75-year-old 
publisher  of  medical  data  and  reference 
works.  The  site  itself  is  maintained  by 
Neil  Sandow,  a  hospital  pharmacy  director 
in  the  San  Francisco  Bay  area. 

3  The  prescriptions  listed  in  the  Top  200 
section  represent  nearly  two-thirds  of 
all  prescriptions  filled  in  the  United  States 
as  well  as  the  majority  of  searches  of  the 
RxList  database. 


Bowen,  a  West  Virginia  journalist,  is 
host  of  the  daily  Internet  News  syndi¬ 
cated  radio  show  at  http://www.net- 
newstoday.com. 


CareerPalh 
gets  going 
with  Disney 

by  Martha  L.  Stone 

CareerPath.com  of  Los  Angeles  has 
expanded  its  reach  by  becoming 
the  exclusive  jobs  classified  place¬ 
ment  site  on  the  new  Go  Network’s 
Careers  Channel  page,  one  click  off  of  the 
GO  home  page. 

CareerPath  (http://www.careerpath. 
com)  is  an  aggregation  of  career  clas¬ 
sified  advertisements  from  80  news¬ 
papers  and  has  more  than  1  million 
registered  users. 

The  company  claims  the  largest  com¬ 
pilation  of  jobs  classifieds  on  the  Web, 
with  more  than  317,000  listings  during 
any  given  week. 

MonsterBoard.  one  of  CareerPath ’s 
larger  competitors,  reported  153,000  job 
listings  recently. 

Users  linking  to  CareerPath  from 
GO  are  taken  to  a  co-branded 
CareerPath.com/GO  home  page. 

The  GO  Network  was  launched  Jan.  1 2 
and  reportedly  had  8  million  registered 
users  on  its  site  the  first  day  —  a  project¬ 
ed  Internet  audience  share  of  36%.  That 
would  make  it  one  of  the  top  five  traf¬ 
ficked  sites  on  the  Internet. 

The  Walt  Disney  Co.  and  Infoseek  own 
the  GO  Network.  Other  content  besides 
CareerPath.com  includes  ABCNews.com, 
ESPN.com,  Disney.com,  and 
Infoseek.com. 

CareerPath  will  continue  its  partner¬ 
ship  with  Infoseek.com,  which  will 
give  it  prominent  placement  on  the 
search  engine. 

CareerPath  registration  is  required  but 
free  to  take  advantage  of  personalized 
searches,  job  listings,  resume  posting, 
career  resources,  company  information, 
and  a  secure  e-mail  box  to  communicate 
with  potential  employers.  Executives 
report  CareerPath  will  expand  its  affiliates 
in  1999. 


Stone  (martstone@aol.corh)  is  a 
professor  of  new  media  at  Roosevelt 
University  in  Chicago  and  a  frequent 
contributor  to  Editor  &  Publisher. 
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by  Mark  Fitzgerald 


tion  that  required  contestants  to  track  ads 
in  several  sections  of  the  Tribune  over  the 
course  of  five  days;  and  the  circulation 
department  boosted  single-copy  sales  at 
weekend  sneak  previews  by  selling  papers 
wrapped  with  the  film’s  poster. 

“There  are  tie  ins  everywhere,”  says 
Tribune  spokesman  Jeff  Bierig.  Tribune 
readers  first  learned  of  the  movie  with  an 
ad  campaign  and  contest  that  began  in 
Friday,  Jan.  22  editions.  Highlighted 
inside  the  quarter-page  ad  was  the  begin¬ 
ning  of  the  mysterious  letter  that  kicks  off 
the  movie’s  story. 

To  enter  the  contest  for  a  “Romantic 
Weekend  Getaway,”  readers  had  to  collect 
all  the  excerpts,  which  ran  in  ads  in  three 
sections  of  the  following  Sunday  paper, 
followed  by  one  ad  each  Monday  and 
Tuesday  in  the  Tempo  feature 

— ; - 1  section,  and  concluded  with  an 

rL'fill  Wednesday  Good  Eats 

food  section. 

“We  had  never  done  anything 
like  this  before,”  says  Mary 
Hess,  principal  in  the  Chicago 
ad  firm  Hess  Newmark  Owens 
Wolf  Inc.,  which  created  the  ads. 
“We  brainstormed  and  came  up 
with  the  idea  because  the  revela¬ 
tion  of  the  letter  is  such  a  big 
deal  in  the  movie.” 

In  addition  to  the  Tribune, 
the  contest  is  sponsored  by  Air 
Jamaica,  Sandals,  Loews  Cine- 
plex,  and  Crown  Brooks. 

“1  don’t  want  to  say  it  was 
turnkey,  because  it  definitely 
wasn’t  that,  but  it  went  really 
pretty  well,”  Hess  says  of  efforts 
to  get  sponsors  and  schedule  the 
print  ads.  In  Chicago,  broadcast 
contests  were  held  by  WGN-TV, 
the  Tribune  Co.  superstation, 
and  WTMX-FM.  The  contest 
also  ran  on  the  newspaper’s  Web 
site,  www.chicagotribune.com. 

Warner  Bros.,  the  film’s  stu¬ 
dio,  is  al.so  promoting  the 
movie  on  other  newspaper  Web 
sites,  using  the  storyline’s  letter 
as  a  teaser. 


Robin  Wright  Penn  stars  in  “Message  in 
a  Bottle”  as  a  divorced  research  assistant  at 
the  Tribune  who,  while  on  vacation  in  North 
Carolina,  discovers  a  bottle  containing  a 
love  letter  signed  only  “G.”  Her  search  for 
the  letter  writer  ultimately  leads  her  to  a 
shipbuilder  played  by  Costner.  The  movie 
also  stars  Paul  Newman,  llleana  Douglas, 
John  Savage,  and  Robbie  Coltrane. 

With  “Message  in  a  Bottle,”  the  Tribune 
is  shaking  its  usual  stage  fright.  While  the 
competing  Chicago  Sun-Times  shows  up 
every  week  on  the  TV  drama  “Early 
Edition”  and  has  lent  its  brand  to  a  host  of 
movies  going  back  to  the  1980  John 
Belushi  vehicle  “Continental  Divide,”  the 
Tribune  has  repeatedly  turned  down 
movie  offers. 

“Message,”  in  fact,  marks  the  first  time 
the  newspaper  has  allowed  its  name  and 
image  in  a  feature  film  in  more  than  a 
decade.  The  editorial  department  gets  the 
final  say  about  cooperating  with  film  pro¬ 
ductions,  the  newspaper  says. 

The  Tribune  Tower’s  Gothic  cathedral 
look  makes  it  as  famous  a  Chicago  land¬ 
mark  as  the  Sears  Tower.  The  newly  refur¬ 
bished  Tribune  newsroom  apparently  left 
production  designer  Jeffrey  Beecroft  a  lit¬ 
tle  cold,  however. 

“The  Tribune  has  your  usual  corporate 
offices  with  panels  and  walls  separating 
employees,”  Beecroft  says.  “We  wanted 
our  offices  to  be  very  neoclassic,  and  we 
needed  them  to  reflect  the  characters  much 
more  efficiently.  We  needed  offices  without 
panels  or  walls  —  yet  with  lots  of  layers.” 

And  while  editor  Howard  Tyner  has 
tried  —  often  vainly  —  to  encourage 
Tribune  journalists  to  keep  their  cubicles 
and  desks  neat,  designer  Beecroft  decreed 
the  set  needed  more  clutter. 

There  was  some  location  shooting  in 
Chicago,  but  most  newspaper  scenes 
were  shot  at  Beecroft ’s  version  of  the 
Tribune  newsroom,  constructed  in  a 
warehouse  in  Los  Angeles. 

But,  that  was  not  the  biggest  change 
wrought  in  the  movie:  In  Nicholas  Sparks’ 
best-selling  novel,  the  lead  female  was  not 
a  lowly  newspaper  researcher,  but  a 
columnist  —  in  Boston.  Hi 


Moviegoers  will  have  to  wait  until 
its  Feb.  1 2  opening  to  learn  what 
Chicago  Tribune  critics  Gene 
Siskel  and  Michael  Wilmington  think  of 
“Message  in  a  Bottle.”  But  the  romantic 
Kevin  Costner  vehicle,  which  is  billed  as 
“a  story  of  love  lost  and  found,”  is  already 
getting  two  thumbs  up  —  way  up  —  from 
the  newspaper’s  advertising  and  promo¬ 
tion  departments. 

For  the  Tribune,  “Message  in  the 
Bottle”  amounts  to  a  marketing  triple 
play:  The  movie  showcases  the  paper  by 
setting  much  of  its  story  in  the  famed 
Tribune  Tower  with  the  lead  actress  play¬ 
ing  a  Chicago  Tribune  researcher;  the  stu¬ 
dio  signed  on  for  an  unusual  print  promo- 


Romantic  Weekend  Getaway! 


LETTER  PART  VI: 

...Continued  {mm 
■■  yestereLry’s  TemfHi  section 

I’m  sorry  I  didn’t 
bring  you  more 
seashells  for  your 
collection,  more 
surprises,  more 
compliments  on 
everything  you 
wore  and  every 
way  you  fixed 
your  hair.  I’m 
sorry  I  didn’t 
hold  on  to  you 
with  so  much 
strength  that  even 
God  couldn’t  pull 
you  away. 

All  my  love, 


XEVIN  COSTNER  ROBIN  WRIGHT  PENN 
PAUL  nTwman 


MESSAGE  IN  A  BOTTLE 


To  enter,  collect  all  6  parts  ot  the  letter  and  mail  to  the  address  below: 
MESSAGE  IN  A  BOTTLE  Romantic  Weekend  Getaway 
P.O.  Box  11019  .  Chicago,  11.  60611 

or  e-mail  your  entry  to;  tickcts@hnow.com 
Sec  contest  rules  in  Friday,  January  aand's  Chicago  Tribune. 


I  fatal  mimin  \  \  I 

cramwnois  Mil!,’".. 

MESSAGE  IN  A  B0TTLE:|^V^4T.' 
Opens  in  Theatret  Everywhere  on  Fridayt.Februafy'fuAl 


The  movie  is  “Message  in  a  Bottle”  and  the  ad  for  it 
contains  a  portion  of  a  message  from  a  letter. 
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Newspapers  First  is  first 

by  Joe  Nicholson  their  competition  for  national  ads  aside? 

“When  they  saw  the  amount  of  money 

Historically,  two  leading  competing  that  is  running  in  competitive  local 
daily  newspapers  in  the  same  city  media  ”  says  Maschio,  they  decided  it  was 
have  each  employed  their  own  wiser  to  go  after  all  of  the  pie  instead  of 
advertising  rep  firms.  just  wrestling  over  the  slice  that  has 

But  now  Newspapers  First,  whose  38  belonged  to  newspapers, 
papers  include  many  large  dailies,  has  Will  leading  competitive  papers  in 

other  cities  also  decide 
to  work  together? 

“If  we’re  successful 
with  this  in  Minnea- 
polis-St.  Paul,”  says 
Maschio,  “there  may 
be  more  of  this  in  the 
future.” 

However,  it  may  turn 
out  that  the  Twin  Cit¬ 
ies  are  unique,  which 
would  mean  what  is 
happening  there  will 
not  be  replicated. 

Mark  Wurzer,  vice 
president  of  advertis- 
Twin  Cities  newspapers:  Do  they  have  a  unique  relationship  ing  at  the  Denver 

or  are  they  an  industry  precursor?  Rocky  Mountain  News, 

says  the  Minneapolis- 

convinced  two  competing  metro  dailies  to  St.  Paul  papers  may  be  an  exception 
work  together  to  land  national  ads.  becau.se  they  aren’t  necessarily  in  a  strug- 

The  New  York-based  rep  firm  already  gle-to-the-death  rivalry. 
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StarTribune 


MinneapcUi 

Edition 


“Even  though  they  are  in  close  proxim¬ 
ity,  and  some  of  the  distribution  of  each 
paper  overlaps  the  other,  there  still  seem 
to  be  two  distinct  markets  and  probably 
both  papers  know  they  are  going  to 
coexist  for  a  long  period  of  time.” 
says  Wurzer. 

The  Joint  effort  may  work  in 
Minneapolis-St.  Paul,  the  nation’s  13th 
largest  dominant  market  area  (DMA), 
because  some  national  advertisers  might 
normally  skip  that  area  entirely. 

“One  of  the  things  you  have  to  do  in 
national  advertising  is  to  sell  the  DMA 
first  to  the  national  advertiser,”  com¬ 
ments  Wurzer. 

"Some  national  advertisers  may  only 
buy  five  to  10  markets,  and  one  of  the 
things  a  common  rep  firm  could  do  would 
be  to  sell  the  benefits  of  adding 
Minneapolis-St.  Paul  to  their  buy.” 

One  rep  firm  might  do  a  better  job  than 
two  competing  firms  in  selling  the  mar¬ 
ket,  says  Wurzer. 

Without  mentioning  Denver,  where 
Wurzer  faces  head-to-head  competition 
with  The  Denver  Post,  he  says  things 
might  be  different  “if  you  were  in  a 
certain  unnamed  market  next  to  the 
Rocky  Mountains  because  these  papers 
are  not  going  to  exist  forever  and  be 
satisfied  with  their  own  slice  of  the  pie.” 

Still,  Wurzer  says,  “It  is  interesting  to 
see  newspapers  trying  different  things  in 
order  to  be  successful.”  WM 


represented  the  St.  Paul  Pioneer  Press  and 
has  now  signed  up  the  Twin  Cities’  other 
paper,  the  Minneapolis  Star  Tribune. 

Never  before  has  a  rep  firm  handled 
“the  leading  newspapers  on  both  sides  of 
a  two-city  dominant  market  area,”  says 
Newspapers  First  president  and  CEO 
Jay  Zitz. 

Except  for  papers  with  joint  operating 
agreements,  there  are  no  cities  where  the 
two  leading  newspapers  are  handled  by 
the  same  rep  firm,  says  Joe  Maschio,  the 
firm’s  senior  vice  president  of  marketing. 

“When  you  have  rivalry  for  so  many 
years,  it’s  difficult  to  put  that  aside,” 
explains  Maschio,  who  says  it  took  sever¬ 
al  years  to  convince  the  Pioneer  Press 
and  the  Star  Tribune  to  work  together. 

“Traditionally,  newspapers  have  looked 
at  what  was  in  other  newspapers  and  tried 
to  grab  share  from  each  other,”  says 
Maschio. 

Now  the  two  papers  will  continue  to 
compete  for  local  ads,  but  will  work 
together  to  attract  national  ads. 

What  finally  convinced  them  to  put 
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E-mails  keep  a-ceming  for 
virtual  Vonnegut  columnist 


Mary  Schmich  still  gets 
reaction  to  her  1997  mock 
commencement  address 
that  graduated  into  a 
Kurt  Vonnegut  speech 
across  cyberspace 

by  David  Astor 


When  Mary  Schmich  wrote  a  col¬ 
umn  back  in  1997,  little  did  she 
know  that  it  would  become  a 
song,  an  alleged  Kurt  Vonnegut  speech, 
and  a  cyberspace  phenomenon. 

"One  person  said  it  may  be  the  most 
widely  disseminated  e-mail  in  the  history 
of  the  Internet.  Who  knows?  But  I  still  get 
30  e-mails  a  week  about  it,”  says  the 
Chicago  Tribune  columnist  and  “Brenda 
Starr”  comic  strip  writer. 

Schmich  recalls  being  “high  on  coffee 
and  M&Ms”  the  afternoon  she  penned  her 
now-famous  feature,  a  mock  graduation 
speech  that  opened  with  the  immortal 
words:  “Wear  sunscreen”  (text,  opposite 
page).  People  soon  started  e-mailing  the 
seriocomic  piece  in  a  sprawling  chain  let¬ 
ter  that  stretched  to  Brazil,  France,  Israel, 
Italy,  and  “places  1  didn’t  know  had  elec¬ 
tricity,”  says  Schmich.  Along  the  way, 
someone  labeled  the  column  a  speech 
author  Kurt  Vonnegut 
gave  at  the  Massachu¬ 
setts  Institute  of  Tech-  Th©  COlU 
nology  —  even  though  „ 

he  gave  no  such  talk.  COP 

Two  months  later,  to  gratil 
someone  in  Chicago  anH  ha 

who  remembered  the 
column  alerted  Schmich  — Man 

to  her  virtual  Vonnegut  Chicag 

status.  Other  Netizens 
learned  the  news,  and 
they  began  flooding  Schmich  with  e-mails 
praising  the  piece  and  commenting  on  its 
misidentification. 

Schmich  never  found  out  who  mor¬ 
phed  her  into  Vonnegut.  But  she  did 
track  down  the  novelist,  who  says  of  the 


—  _  -  Netscape:  Chicago  Tribune  I  News  -  Columnists  -  Mary  Sthmich 

Mt  3  ¥  a  l  :|  | 

6«ch  Forward  Hem»  OuM*  Irntg^  Print  S*cvitv  $te^ 

ip  To:  A ://chico90trifbuft»x«w>/now5 /columnists /$ct>mich4  _ 


MARY 

SCHMICH 


SCHMICH  INDEX 
PMtCdwiUH 


SUPER  BOWL  SUNDAY  IS  A 
REAL  KICK  IN  PADDED  PANTS 


Tone  agem  in  this  qiace  for  onr  annual  Stfier  BovI 
quiz,  an  IQ  teat  deatgnedfoitlioae  vho  vouldnaherbe 
Linda  Tiqpp  than  wach  guya  in  padded  paaa  and 
motxh  gouds  gniff  over  a  keiher  ball 

Waf  Don^  go  avtjr  yet  Are  you  the  type  of  person 
vho  gets  a  rash  juat  reading  the  voids  '^tyier  Bovl*? 


MESSAGE 

BOARD 


^  EMAIL  THIS  STORY 


Schmich’s  area  on  the  Chicago  Tribune  site  has  a  link  about  her  Vonnegut  link. 


The  column’s  fame 
“continues 
to  gratify,  amaze, 
and  baffle  me.’’ 

—  Mary  Schmich, 
Chicago  Tribune 


sunscreen  column:  “It  was  witty,  but  it 
wasn’t  my  wittiness.” 

The  columnist  doesn’t  think  her  prose 
resembles  Vonnegut’s,  although  she 
acknowledges  that  the  1997  piece  and 
Vonnegut’s  writing  may  share  “certain 
kinds  of  incongruity  of  subject  matter  and 
tone  —  going  from  the  serious  to  the 
absurd  to  the  trivial  and  back  again.” 

Schmich  reports  that  Vonnegut  has 
been  a  good  sport  about  the  matter.  He 
even  served  as  the  surprise  presenter  of  an 
award  Schmich  received  from  the 
American  Academy  of 
Dermatology  last  year. 
m’S  feme  “Talk  about  surreal,” 
recalls  Schmich,  who 
nueS  (-oiuiyin 

emeze,  turned  into  a  small  book 

»  from  Andrews  McMeel 

m©-  D  ui  u 

Publishing,  sister  com- 

chmich,  pany  to  Universal  Press 

Tribune  Syndicate. 

Then  there  was  the 
song,  released  over  a 
year  ago,  that  featured  Australian  actor 
Lee  Perry  reciting  Schmich’s  “speech” 
over  a  disco-style  background.  “Every¬ 
body’s  Free  to  Use  Sunscreen”  was  a  big 
hit  down  under  and  also  received  airplay  in 
U.S.  cities  such  as  Philadelphia  and  Santa 


Monica,  Calif.  The  song  disappeared  for  a 
while  before  DJs  from  Atlanta  to  Seattle 
recently  started  playing  it  again. 

“Maybe  they  had  a  convention  or  some¬ 
thing,”  muses  Schmich,  who  says  the 
song’s  renewed  popularity  is  increasing 
her  e-mail  volume  once  again. 

Not  surprisingly,  Schmich  also  gets  a 
large  volume  of  requests  to  give  commence¬ 
ment  addresses  but  turns  down  most  of  them. 

“1  really  don’t  give  speeches.  I’m  a 
writer,”  says  the  thrice-weekly  columnist, 
who  also  pens  seven  episodes  a  week  for 
the  “Brenda”  strip  distributed  by  Tribune 
Media  Services.  Her  general-interest  col¬ 
umn  is  not  syndicated. 

Schmich,  45,  certainly  didn’t  need 
syndication  for  her  sunscreen  piece  to 
reach  more  people  on  the  Internet  than  it 
ever  would  have  in  the  newspaper.  When 
she  was  traveling  in  New  Zealand  last 
month,  someone  she  met  started  quoting 
the  column  to  her. 

The  piece’s  worldwide  fame  “continues 
to  gratify,  amaze,  and  baffle  me.  The 
Internet’s  power  to  disseminate  infonna- 
tion  is  so  powerful,”  says  Schmich,  who 
does  express  some  frustration  that  she 
can’t  control  where  her  own  words  go. 

Meanwhile,  messages  about  the  sun¬ 
screen  column  Just  keep  on  coming. 
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Column  was  Schmich-less  in  cyberspace 


Here’s  a  slightly  abridged  version  of  the 
Mary  Schmich  column  that  heated  up 
computer  screens  around  the  world: 

adies  and  gentleman  of  the  class 
of  ’97: 

Wear  sunscreen. 

If  I  could  offer  you  only  one  tip  for 
the  future,  sunscreen  would  be  it.  The 
long-term  benefits  of  sunscreen  have 
been  proved  by  scientists,  whereas  the 
rest  of  my  advice  has  no  basis  more  reli¬ 
able  than  my  own  meandering  experi¬ 
ence.  I  will  dispense  this  advice  now. 

Enjoy  the  power  and  beauty  of  your 
youth.  Oh,  never  mind.  You  will  not 
understand  the  power  and  beauty  of 
your  youth  until  they’ve  faded.  But 
trust  me,  in  20  years,  you’ll  look  back 
at  photos  of  yourself  and  recall  in  a 
way  you  can’t  grasp  now  how  much 
possibility  lay  before  you  and  how  fab¬ 
ulous  you  really  looked.  You  are  not  as 
fat  as  you  imagine.  . . . 

Do  one  thing  every  day  that  scares  you. 

Sing. 

Don’t  be  reckless  with  other  people’s 
hearts.  Don’t  put  up  with  people  who  are 
reckless  with  yours. 

Floss. 

Don’t  waste  your  time  on  Jealousy. 
Sometimes  you’re  ahead,  sometimes 
you’re  behind.  The  race  is  long  and,  in 
the  end,  it’s  only  with  yourself. 

Remember  compliments  you  receive. 


"Truthfully,  not  a  day  has  gone  by  since 
this  started  that  1  haven’t  gotten  at  least  a 
couple  of  e-mails  about  it,”  Schmich 
notes.  “I  try  to  reply  to  all  of  them,  but  I 
have  a  real  Job,  too!” 


EiSfP  BRIEFS 


Award  for  Batiuk 

The  six-month  “Funky  Winkerbean” 
series  on  breast  cancer  began  only  in 
January,  but  its  creator  is  already  being 
honored  for  the  strips.  King  Features 
Syndicate  cartoonist  Tom  Batiuk  will  get 
an  award  from  the  Duke  (University) 
Comprehensive  Cancer  Center.  Also,  a 
division  of  the  American  Cancer  Society 
in  Batiuk’s  home  state  of  Ohio  has  asked 
the  cartoonist  to  help  create  one  or  more 


Forget  the  insults.  If  you  succeed  in 
doing  this,  tell  me  how. 

Keep  your  old  love  letters.  Throw 
away  your  old  bank  statements. 

Stretch. 

Don’t  feel  guilty  if  you  don’t  know 
what  you  want  to  do  with  your  life.  The 
most  interesting  people  I  know  didn’t 
know  at  22  what  they  wanted  to  do  with 
their  lives.  Some  of  the  most  interesting 
40-year-olds  I  know  still  don’t. 

Get  plenty  of  calcium.  Be  kind  to 
your  knees.  You’ll  miss  them  when 
they’re  gone. 

Maybe  you’ll  marry,  maybe  you 
won’t.  Maybe  you’ll  have  children, 
maybe  you  won’t.  Maybe  you’ll  dance 
the  funky  chicken  on  your  75th  wedding 
anniversary.  Whatever  you  do,  don’t 
congratulate  yourself  too  much,  or 
berate  yourself  either.  Your  choices  are 
half  chance.  So  are  everybody  else’s. 

Enjoy  your  body.  Use  it  every  way 
you  can.  Don’t  be  afraid  of  it  or  of  what 
other  people  think  of  it.  It’s  the  greatest 
instrument  you’ll  ever  own. 

Dance,  even  if  you  have  nowhere  to 
do  it  but  your  living  room. 

Read  the  directions,  even  if  you  don’t 
follow  them. 

Do  not  read  beauty  magazines.  They 
will  only  make  you  feel  ugly. 

Get  to  know  your  parents.  You  never 
know  when  they’ll  be  gone  for  good.  Be 
nice  to  your  siblings.  They’re  your  best 


link  to  your  past  and  the  people  most 
likely  to  stick  with  you  in  the  future. 

Understand  that  friends  come  and 
go,  but  with  a  precious  few  you 
should  hold  on.  Work  hard  to  bridge 
the  gaps  in  geography  and  lifestyle, 
because  the  older  you  get,  the  more 
you  need  the  people  who  knew  you 
when  you  were  young. 

Live  in  New  York  City  once,  but  leave 
it  before  it  makes  you  hard.  Live  in 
Northern  California  once,  but  leave 
before  it  makes  you  soft. 

Travel. 

Accept  certain  unalienable  truths: 
Prices  will  rise.  Politicians  will  philan¬ 
der.  You,  too,  will  get  old.  And  when  you 
do,  you’ll  fantasize  that  when  you  were 
young,  prices  were  reasonable,  politi¬ 
cians  were  noble,  and  children  respected 
their  elders. 

Respect  your  elders. 

Don’t  expect  anyone  else  to  support 
you.  Maybe  you  have  a  trust  fund. 
Maybe  you’ll  have  a  wealthy  spouse. 
But  you  never  know  when  either  one 
will  run  out.  . . . 

Be  careful  whose  advice  you  buy,  but 
be  patient  with  those  who  supply  it. 
Advice  is  a  form  of  nostalgia.  Dispens¬ 
ing  it  is  a  way  of  fishing  the  past  from 
the  disposal,  wiping  it  off,  painting  over 
the  ugly  parts,  and  recycling  it  for  more 
than  it’s  worth. 

But  trust  me  on  the  sunscreen. 


breast  cancer-awareness  posters.  Mean¬ 
while,  Batiuk  has  received  numerous  let¬ 
ters  from  breast  cancer  survivors  and  oth¬ 
ers  praising  him  for  the  series  (E&P,  Jan. 
23,  p.  29).  And  many  newspapers  — 
including  the  Cleveland  Plain  Dealer, 
Dallas  Morning  News,  Kansas  City  Star, 
Richmond  (Va.)  Times-Dispatch,  and  USA 
Today  —  ran  feature  stories  about  the 
sequence.  Times-Dispatch  executive  editor 
William  Millsaps  Jr.  says  the  sequence  — 
which  is  appearing  in  more  than  400  news¬ 
papers  —  “handles  a  sensitive  subject  with 
humor,  grace,  and  wisdom.” 

‘For  Better’  best 

“For  Better  or  For  Worse,”  which  fre¬ 
quently  finishes  first  in  newspaper  comic 
polls,  has  won  another  survey.  Lynn 
Johnston’s  United  Media  strip  was  tops 


among  12,063  readers  responding  to  a 
Newark,  N.J.,  Star-Ledger  poll.  It  was  fol¬ 
lowed  by  four  King  Features  Syndicate 
comics:  “Blondie,”  “Beetle  Bailey,”  “The 
Family  Circus,”  and  “Hi  &  Lois.” 

Broadway  Charlie 

A  new  version  of  You’re  A  Good  Man, 
Charlie  Brown  has  opened  on  Broadway. 
The  musical,  based  on  “Peanuts”  by 
Charles  Schulz  of  United  Media,  was  an 
off-Broadway  hit  in  1967. 

‘Dilbert’  Nielsens 

The  Dilbert  premiere  ranked  93rd 
among  123  shows  the  week  of  Jan.  25, 
according  to  Nielsen  ratings.  But  the  pro¬ 
gram  spawned  by  Scott  Adams’  United 
Media  strip  was  UPN’s  top  show. 
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Atter  Y2K,  prepress  vendors 
look  to  maintain  momentum 


Strategic 
marketing 
groups  are 
an  enormous 
opportunity  to 
tie  newspapers 
together 
into  virtual 
newsrooms. 

—  Don  Oldham,  CEO, 
Digital  Technology 
International 


Front-end 
systems 
vendors  have 
been  churning 
for ...  15  years, 
and  I  think 
we  will  still 
do  that. 

—  Bill  Givens, 
president. 
Imaging  Systems, 
ECRM 


After  flurry  of  Y2K-driven 
sales,  system  vendors 
look  to  integration, 
clustering  to  spur 
next  level  of  demand 

by  Mark  Fitzgerald 

For  newspaper  prepress  vendors,  the 
Y2K  problem  has  been  like  a  New 
Year’s  Eve  party  that  lasts  two  years. 
So  will  they  find  themselves  in  2(XX)  nurs¬ 
ing  the  Mother  of  All  Hangovers? 

Maybe  it’s  just  giddiness  late  in  the 
party,  but  prepress  suppliers  generally 
think  they  will  do  all  right  in  the  next  cou¬ 
ple  of  years.  No  one  expects  to  maintain 
the  feverish  pace  that  sales  vendors  expe¬ 
rienced  as  newspapers  frantically  sought 
solutions  —  often  simply  to  throw  out  the 
old  system  and  buy  a  brand  new  one  —  to 
their  year-2(XX)  problems. 

What  vendors  do  expect  is  that 
expanding  technical  demands  on  the 
newspaper  industry  will  continue  to  drive 
prepress  sales  long  after  the  Millennium 
Bug  is  squashed. 

“The  real  need  is  this  need  for  revising 
an  organization,  to  make  them  the  center 
of  a  new  integrated  process  that  can  lead 
very  easily  to  new  business  and  new  busi¬ 
ness  models,”  says  Gabriella  Franzini, 
marketing  director  of  Unisys  Italia.  “If 
this  is  the  case,  I  don’t  see  that  sales  are 
going  to  stop  after  the  year  2(XX). 
Technology,  remember,  is  the  key  to  start¬ 
ing  up  a  new  business.” 

Much  of  the  business  generated  by  the 
year-2(XX)  problem  was  for  short-term  sol¬ 
utions,  argues  Werner  Elhauge,  director 
and  chief  technology  officer  of  Danish 
front-end  systems  supplier  SaxoTech.  The 
same  customers  that  took  a  near-term  ap¬ 
proach  before  2000  will  be  back  soon  ask¬ 
ing  for  better-integrated  systems,  he  says. 

One  reason  is  that  newspapers  them¬ 
selves  are  shifting  focus  from  Y2K  fears 
to  the  problem  of  integrating  all  their  sys¬ 
tems,  from  circulation  order-taking  in  the 
front  office  to  bundling  at  the  truck  dock. 


says  Digital  Technology  Interna¬ 
tional  (DTI)  chief  executive  offi¬ 
cer  Don  Oldham. 

“Compartmentalized  depart¬ 
ments  are  causing  vendors  in  this 
industry  to  offer  compartmental¬ 
ized  solutions,”  Oldham  says. 

“Now  we  are  seeing  SAP  and 
others  who  were  Just  business- 
management  systems  going  into 
production.  In  order  to  achieve 
the  same  thing,  a  whole  lot  of  the 
vendors  who  provide  little  pieces 
of  the  solution  will  have  to  come 
together  to  offer  complete,  inte¬ 
grated  systems.”  SAP  is  the 
German  giant  of  business  integra¬ 
tion  software. 

DTI,  which  set  sales  records  in 
1 997  and  again  in  1 998,  anticipates 
a  “short  hiatus  around  the  year 
2(XX),”  he  adds,  “while  we  deal 
with  the  unforeseen  things  around 
that  mark.”  After  that,  a  growing 
demand  for  integrated  systems. 

Expected  growth  in  demand 
for  integration  explains  an 
increasing  interest  by  European 
vendors,  suppliers  say. 

“There  is  a  substantial  differ¬ 
ence  in  the  level  of  integration”  of 
products  offered  by  European  prepress 
vendors  and  their  U.S.  counterparts, 
SaxoTech’s  Elhauge  says,  adding  that  on 
first  impression  he  found  American  news¬ 
papers  “extremely  easy  to  please  in  terms 
of  solutions.” 

In  many  ways,  says  Franzini  of  Unisys 
Italia,  European  newspapers  were  simply 
forced  into  systems  integration  earlier. 

“In  the  early  ’90s.  Europe  was  facing 
financial  problems  because  there  was  a 
big  drop  both  in  circulation  and  advertis¬ 
ing.  So,  therefore,  many  of  the  big  pub¬ 
lishers  were  looking  for  systems  to  lower 
labor  costs,  and  they  were  beginning  to 
look  at  the  Internet  business.  This  type  of 
process  was  not  going  on  in  the  U.S.,” 
Franzini  says. 

“First  of  all,  the  papers  were  not  facing 
this  sort  of  financial  problem,”  she  ex¬ 
plains,  “and  they  did  not  have  the  approach 


of  looking  at  the  newspaper  process  as  a 
complex  process.  It  was  Just  a  matter  of 
looking  at  it  as  Just  a  word  processor  and 
pagination.  This,  in  my  opinion,  was  an 
insult  to  the  newspaper  business.” 

Beginning  around  1990,  the  move  to 
PostScript  was  “the  critical  step”  in  the 
technology  advances  of  European  papers, 
says  Bill  Givens,  president  of  imaging  sys¬ 
tems  maker  ECRM.  U.S.  newspapers  were 
left  behind,  because  “at  the  time,  we  were 
debating  Mac  vs.  IBM.  But  PostScript  got 
them  into  pagination  much  faster,”  he  says. 
Now.  he  continues,  European  system  ven¬ 
dors  “have  saturated  the  European  market 
—  and  they  are  coming  here.” 

One  structural  change  already  in  pro¬ 
gress  at  U.S.  papers  —  the  continuing  con¬ 
solidation  and  clustering  of  titles  —  also 
bodes  well  for  system  vendors,  they  say. 

“Strategic  marketing  groups  are  an  enor- 
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mous  opportunity  to  tie  newspapers  togeth¬ 
er  into  virtual  newsrooms. . . .  So,  eventual¬ 
ly,  the  group  looks  at  its  resources  as  a 
whole.  That  is  a  great  opportunity  to  drive 
business  in  the  future,”  DTl’s  Oldham  says. 

Prepress  vendors  don’t  even  have  to 
provide  all  solutions,  says  Givens  of 
ECRM.  Just  solve  the  pagination  tangle 
and  the  world  will  beat  a  path  to  your 
door,  he  tells  suppliers. 

“As  an  output  device  supplier,  our  busi¬ 
ness  with  regard  to  selling  products  to 
you,  the  American  newspaper  industry, 
will  be  tied  to  real,  full-blown,  honest-to- 
God  pagination  —  not  to  electronic  paste¬ 
up,”  Givens  said  at  the  recent  Newspaper 
Association  of  America  operations  Super- 
Conference  in  Orlando.  “1  still  hear  stories 
of  new.spapers  outputting  to  photosensi¬ 
tive  paper.  That  strikes  me  as  not  a  direc¬ 
tion  we  want  to  go.” 

Givens  does  not  think  prepress  suppli¬ 
ers  will  have  a  smooth  transition  after 
2000,  however.  “The  front-end  systems 
part  of  the  newspaper  industry,  as  1  see  it, 
has  been  constantly  churning  for  the  past 
15  years,  and  I  think  we  will  still  do  that,” 
he  says,  explaining  that  the  reasons  are 
historical  —  and  popping  up  on  newspa¬ 
per  financial  pages  every  day. 

“At  ECRM,  60%  of  our  business  has 
always  been  outside  of  the  U.S.  —  and 
1998  was  a  brutal  year,”  he  says.  “First  we 
had  the  Asian  flu,  then  we  had  the  Russian 
meltdown.  We’ve  seen  about  a  15%  de¬ 
cline  in  total  units  sold  outside  the  U.S. 
for  the  past  four  or  five  years.  So,  I’m  not 
on  the  side  of  the  argument  that  says  every¬ 
thing  is  going  to  be  expanding  business.” 

At  the  .same  time,  front-end  vendors  are 
operating  with  less  of  a  financial  cushion 
as  a  result  of  their  historical  performance, 
Givens  adds.“All  of  us  are  living  on  inher¬ 
ited  money,”  he  says.  “My  perspective  on 
the  American  prepress  industry  is  that  it 
has  been  the  recipient  over  the  last  20 
years  of  billions  of  dollars  of  outside 
investment.  If  you  think  of  the  money  that 
DuPont  spent  buying  Crosfield  and  Camex 
...  something  on  the  order  of  $1.5  billion 
dollars.  Where  is  it?  They  are  all  gone. 
Kodak  poured  something  on  the  order  of  a 
billion  dollars  into  Atex  and  Eikonix. 
That’s  a  big  investment,  and  it’s  gone.” 

With  most  of  that  investment  money 
now  dried  up,  prepress  vendors  need  to 
generate  consistent  profits  in  order  to  sur¬ 
vive,  Givens  argues.  “So  if  you  want  a 
vendor  community  to  be  viable,  you  need 
to  be  concerned  about  the  financial 
strength  of  the  individual  vendor.”  Hi 


CTEXT 

CText  Inc.,  ba.sed  in  Ann  Arbor,  Mich., 
has  a  new  president.  HASSAN  KOTOB, 
and  new  chief  financial  officer,  TOM 
RADIGAN.  Both  are  CText  directors. 
Kotob  also  will  serve  as  CEO  of  North 
Plains  Systems  Inc.,  Brampton,  Ontario, 
which  CText  is  in  the  process  of  acquiring. 

Before  joining  CText,  Kotob  was  pres¬ 
ident  and  CEO  of  Meda.sys  Inc.,  Ann 
Arbor.  During  his  seven  years  in  that 
capacity,  Meda.sys  grew  from  a  small 
developer  of  medical  imaging  software  to 
a  publicly  traded  international  corpora¬ 
tion.  He  specializes  in  strategic  planning, 
capital  structure,  and  global  market 
development. 

Radigan  continues  as  chief  financial 
officer  of  Business  of  Finance  Inc.,  a 
Boulder,  Colo.,  firm  specializing  in  finan¬ 
cial  restructurings,  corporate  amalgama¬ 
tions,  and  various  fund-raising  activities, 
including  initial  public  offerings,  private 
placements,  and  bridge  financings.  In  the 
past  10  years,  Radigan  has  served  on  the 
boards  of  several  public  and  private  com¬ 
panies,  including  current  positions  at 
CText  and  a  manufacturer  of  data  com¬ 
pression  devices  and  software. 

KARL  WEISS  was  promoted  to  sales 
director  at  CText,  where  he  had  been  in 
charge  of  western  region  .sales  since  join¬ 
ing  the  company  last  year  after  spending 
three  years  consulting  in  the  area  of  new 
media.  Weiss  previously  served  eight 
years  with  System  Integrators  and  Dewar 
Information  Systems.  He  also  worked  for 
Michigan  Bell,  in  communication  system 
sales  to  newspapers. 

PEG  MELCHIOR  was  promoted 
from  director  of  editorial  development  to 
senior  director  of  editorial  products.  In  her 
new  role,  she  will  set  strategic  product 
direction.  At  CText  since  early  1996, 
Melchior  has  12  years  of  newsroom  expe¬ 
rience  at  several  dailies  that  includes  stints 
as  a  reporter,  photographer,  and  editor. 

DAVID  AUSTIN  was  hired  as  editor¬ 
ial  product  development  director,  work¬ 
ing  with  customers,  engineers,  and  sup¬ 
port  personnel.  He  joined  CText  from 
Evergreen  Printing  &  Publishing, 
Bellmawr,  N.J.,  where  he  was  produc¬ 
tion  director.  Before  that,  he  was  pro¬ 
duction  director  and  technology  vice 
president  for  Thomson  Newspapers’ 
Central  Ohio  Strategic  Marketing  Group 
in  Mansfield.  He  also  held  various  posi¬ 


tions  with  Star  Publications,  Dewar 
Information  Systems,  the  Tribune  Co., 
and  The  Toronto  Star. 

JEAN  CLEMONS  was  named  human 
resources  manager  after  more  than  eight 
years’  involvement  in  various  technical 
support  roles  at  CText.  Clemons  first 
joined  CText  in  1987.  In  1991,  she  left  to 
work  for  a  few  years  at  IDI. 

CHRIS  YAGEMAN,  a  CText  employ¬ 
ee  for  more  than  12  years,  was  promoted 
to  project  management  .services  director. 
In  addition  to  “improving  the  quality  of 
CText  system  implementations  by  better 
planning,”  Yageman  was  credited  with 
work  on  more  than  100  CText  systems 
that  made  valuable  contributions  to  the 
sales  department  before  and  after  sales  — 
including  the  signing  of  orders  with  A.H. 
Belo,  Lee  Enterprises,  Gannett,  and  oth¬ 
ers.  Yageman  will  be  directly  responsible 
for  managing  the  A.H.  Belo  project’s 
Dallas  and  Riverside,  Calif.,  installations. 
He  also  will  supervise  other  project  man¬ 
agers  assigned  to  major  accounts. 

CASCADE  SYSTEMS 

ROBERT  ANGELO  was  appointed 
president  and  CEO  at  Cascade  Systems 
Inc.,  effective  Jan.  1.  Before  joining  the 
Andover,  Mass.,  workflow-management 
software  developer,  Angelo  founded  and 
led  SystemSoft  Corp.,  developer  of  soft¬ 
ware  and  firmware  licensed  to  PC  hard¬ 
ware  manufacturers.  He  took  his  company 
public  after  nine  years.  He  earlier  held 
executive  positions  with  Phoenix  Technol¬ 
ogies  and  Cullinet  Software. 

Former  Ca.scade  CEO  MALCOM 
McGRORY  assumed  the  post  of  vice 
chairman  and  executive  vice  president. 
Reporting  to  Angelo,  he  is  responsible  for 
accelerating  growth  in  existing  markets 
and  building  new  strategic  relationships. 

Earlier,  Cascade  named  FRANK 
WINTERS  services  vice  president,  with 
responsibility  for  project  management, 
solutions  design,  systems  engineering, 
and  the  help  desk.  He  moved  from  Cap 
Gemini,  where,  as  program  management 
group  director,  he  was  in  charge  of  busi¬ 
ness  transformation  programs  for  Fortune 
500  companies.  He  earlier  worked  for 
Logica  Inc.  and  KMPG  Peat  Marwick. 

Also,  STEVE  JACOB  took  charge  of 
Cascade’s  European  operations,  and 
KEVIN  O’HARE  was  appointed  sales 
and  marketing  executive  vice  president. 
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IT'S  TH 


•  Speakers  •  Content  •  Issues  •  Technology 
•  Exhibitors  •  Networking  •  Globalism 
•  Convenience  •  Benefits 

Over  the  last  several  months,  we've  been  giving  you  a  litany  of 
Reasons  why  you  should  be  in  attendance  at  Interactive 
Newspapers  '99,  February  17-20,  Hyatt  Regency,  Atlanta,  GA.  Add 
them  all  up  and  we  think  you  will  agree  that  this  -  our  last  and  final 
reason  -  is  on  target: 

Interactive  Newspapers  '99  is  The  Best  Conference  offered  inside 
and  outside  the  industry. 


Pardon  our  editorializing,  but  we  really  believe  we  have  done  our 
research,  checked  and  double-checked  our  information,  have  got¬ 
ten  the  best  expert  sources  and  put  together  a  conference  that 
offers  quality  and  quantity.  See  for  yourself.  Visit  our  Web  site  - 
www.mediainfo.com  -  and  look  at  our  line-up  of  speakers  and  the 
issues  that  they  will  be  addressing.  Where  are  you  going  to  find  a 
conference  that's  better?  That  offers  more?  That  is  all-inclusive  of 
the  entire  newspaper  industry? 

This  is  the  11th  hour.  Register  today,  online  at  our  Web  site  or  by 
telephone,  212-675-4380,  ext.  285.  Or  if  you  have  to,  just  show  up 
in  Atlanta.  We'll  leave  the  lights  on. 


Editor  &  Publisher's  10th  Annual 


INTERACTIVE  NEWSPAPERS  CONFERENCE 

February  17-20,  Hyatt  Resency,  Atlanta,  GA 


CLASSIFIED  ADVERTISING  E<??P 


1 1  W  1 9th  Street,  New  York,  NY  1 001 1  Phone  (21 2)  675-4380  Fax  (21 2)  929-1 259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


FEATURES 

AVAILABLE 


_ ANTIQUES _ 

ONE  OF  AMERICA'S  Liveliest  weekly 
columns  just  happens  to  be  about  anti- 
ques.  www.ontiquetolk.com _ 

_ AUTOMOTIVE _ 

WHEELS  101:  A  weekly  Q&A  on  the 
basics  of  buying,  leasing,  driving  and 
maintaining  new  ancT  used  cars, 
SUV's,  and  light  trucks.  Crain  News 
Service,  New  York:  Joe  Hanley,  (212) 
254-0890,  Fax  (212)  254-7646.  Chi¬ 
cago:  Melanie  Glover  (312)  649- 
5464,  Fax  (31 2)  397-5500. _ 

BUSINESS  CARTOONS 

“BUSINESS  AS  USUAL”  is  a  weekly 
single-panel  cartoon  currently  being 
punished  nationally.  Low  rates  keyed 
to  circulation.  Call  or  E-mail  cartoonist 
Jim  Sizemore  (or  more  information  and 
a  free  sample  selection.  Phone:  (410) 
823-5571. 

E-mail:  moresize@aol.com 


_ CARTOONS _ 

CARTCXJNS/Graphic  design:  Samples 
www.ecobb.com  Big  Al  (678)  777-7/70. 
bigalcartoons@mindspring.com 

ENTERTAINMENT 

“Hollywood  Behind  the  Scenes” 

Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rotes  ond  somples,  (800)  959-9977 

STORY  TIME  STORIES  THAT  RHYME 
Stories  that  educote,  entertain,  rhyme. 
P.O.  Box  416,  Denver,  CO  80201 

FEATURES  AVAILABLE 


FREE  SpMial  Section  Editorial  Package. 
For  a  limited  time,  get  six  special  section 
editorial  packages  for  the  price  of  five. 
Visit  www.powerprose.com  for  the  very 
best  in  low-cost,  syndicated  feotures. 

MIDEAST  ARAB  AMERICAN  ISSUES 
COLUMN  Humor  Somber  Researched 
Insightful  Professional  Journalist, 
informed  activist.  Weekly  (708)  403- 
1 203  www.hanania.com 


INTERNET  &  TECHNOLOGY 

TechnologyFair.Com 
See  the  Tech  News  Center  for 
Tech  Editors  and  Journalists 
www.technologyfair.com 

PHOTOS 

NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 
www.newsmakers.net 


Your  communication 
link  to  the 
newspaper 
industry  every 
week  since  1884. 


, _ PUZZLES _ 

i  ABSOLUTELY  the  finest  in  crossvrords 
I  PUZZLE  FEATURES  SYNDICATE 

I  Call  (800)  292-4308/(909)  766-7617 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
i  FREE  packet  with  sample  puzzles 

(409)  295-5794  Fox  (409)  295-9624 
!  P.O.  Box  1 972,  Huntsville,  TX  77342 


! _ TRAVEL _ 

I  FREE  4-WEEK  trial  of  Travel  The  Net, 

I  an  established,  low-cost,  weekly  col- 
I  umn  about  travel  services  an  the 
Internet;  visit  www.travelthe.net 


NOTES  FROM  PARADISE  reports  on 
small  town  America,  where  the  reads 
are  bad,  the  air  and  water  good  and 
the  neighbors  friendly.  For  samples 
and  pricing  information,  call: 

Pat  Carlson  (914)  227-3734. 


ANNOUNCEMENTS 


BUSINESS  OPPORTUNITIES 

ADVERTISING -PARTNER 

For  2  weekly  newspapers.  Health  rea¬ 
sons.  Published  over  30  years.  P.O. 
Box  986,  Albuquerque,  NM  87103. 

HIGHLY  SUCCESSFUL  Home  Remodel¬ 
ing  Publication  now  syndicating 
nationwide.  Opportunity  to  become  an 
independent  publisher  available  in  all 
markets.  We  provide  articles,  yau  sell 
ads,  produce  and  distribute. 

(281)807-1818 


BUSINESS  DEVELOPMENT 

McGann  &  Co. 

New  and  Old  Media  projects/ ventures 
jmcgann@aug.com 
(904)  826-1335 


NEWSPAPER  APPRAISERS 

24  HOURS -(516)  379-2797 
(727)  786-5930  Fax  (516)  379-3812 
KAMEN  &  CO.  GROUP  SERVICES 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


NEWSPAPER  BROKERS 

BILL  MAUHEW  COMPANY  conducts 

professional,  confidential  negotiations 

tor  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  properly,  you  should  call 
(727)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630. 

Na  obligatian  af  course. 


NEWSPAPER  BROKERS 

700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  Sauth  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Michael  Bradley,  Nartheast 
_ (508)  563-2835 _ 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


DORA4AN  E.  CORDELL 
Specialty  Enterprises,  Inc. 
1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  AAergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  #1 1 ,  Montclair,  CA  91763 
(909)626-6440  Fax  (909)  624-8852 


NEWSPAPER  BROKERS 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
51 96  Benito,  #11,  Montclair,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phane  (614) 
889-9747. 

http://www.jmpc.net 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MICHAEL  D.  UNDSEY 
Experienced  -  Confidential 
6645-5  Redmont  CrI,  Mesa,  AZ  8521 5 
(602)807-7791  FAX  (602)  807-7795 


PHIUIPS  PROPERTIES,  INC. 
Consultants-lnvestments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPER  FOR  SALE 

THOMAS  CBOUTHO 
Newspaper  broker/ appraiser 
“A  ti^ition  of  service 
to  the  newspaper  industry” 
BOUTHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)421-9600 
E-mail:  baiitha@botitho.com 
hl1p://www.bolitho.com 

NEWSPAPERS  FOR  SALE 

CURRENT  USTINGS 
GOTO 

_ cribb.com _ 

MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
_ (512)476-3950 _ 

THREE  NICHE  PUBLICATIONS  with 
WWW  presence.  Company  established 

50  years.  Major  midwest  city.  Gross 

over  $1.2  million.  Will  sell  for 
$800,000.  Call  (614)  889-9747 
_ president@jmpc.net _ 

WESTERN  PAPERS  FOR  SALE 
(2)  Weeklies  in  Iowa  Niche  publicatian 
in  Colorada  Shopper  in  Missouri, 
Weekly  in  New  Mexico,  (2)  Weeklies 
in  Kansas. 

Dennis  F.  Herrick 
Herrick  &  Associates 
(319)  895-8474 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  References 
(214)  265-9300  Ted  Rickenbacfier 
Rickenbacher  Media 

6731  Desco  Dr.,  Dalla.s,  TX  75225 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 

_ Wease  call  to  discuss  your  options  In  a  sale. 

Bolitho-Cribb 


Confidential  Appraisal  for  i 
Estate,  ESOP,  Partners, 
Bank,  Tax,  Stock,  Assets  i 

_ _ _ _ I 

*’  For  a  listing  of 
publications  for  sale,  go  to 
w¥/w.crlbb.com 


&  Associates  „ 

Publication  Brokerage  it 
Appraisals  since  1923 

406-586-6621 

Fax  406-58&4774 


John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  5971S  email :Jcribb@imtnot 


I 


11  W  19th  Street,  New  York,  NY  1001 1  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


ANNOUNCEMENTS 


NEWSPAPERS  WANTED 


AFRICAN  AMERICAN  NEWSPAPER 
publishing  company  seeks  to  purchase 
Black  weekly  newspapers.  Confiden¬ 
tiality  maintained.  Contact  Eric 
Kearney,  president,  Sesh  Communica¬ 
tions,  P.O.  Box  1691,  Cincinnati,  OH 
45201. 


EQUIPMENT  & 
SUPPLIES 

CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
_ (310)  372-0372 _ 

_ MAILROOM _ 

1 372  NEWSPAPER  INSERTING  MACHINE. 
Completely  refurbished  by  AM  graph¬ 
ics.  Never  installed  since  refurbi^.  Still 
in  crates. 

Call  Bill  Kanipe  (770)  428-581 7 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Asscxriates,  Inc. 

(256)  997-9355/(256)  997-9656  Fox 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)273-5218  Fox  (407)  273-901 1 

PRE-OWNED  MAILRCXDM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


PUBUCATIONS  FOR  SALE 

ARTS  &  ENTERTAINMENT  monthly 
magazine  in  southern  Oregon,  10 
years  in  business.  Urgent,  must  sell. 
We  are  currently  breaking  even,  but 
the  business  has  excellent  potential  for 
growth.  Asking  $45K.  Call  George  at 
(541)482-2037.  Or  E-mail  at: 

gazette@opendoor.com 
Serious  inquiries  only. 


_ MAILROOM _ 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
Heidelberg  Inserting  Systems 

Spare  Parts  Training  Installation 
Mailroom  Systems 
Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 

Refurbished  odd  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  Mid-America  Graphics  at 
(800)  356-4886. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 

PRESSES 

8/u  1973  GOSS  COMMUNITY  w/2 
SC  folders  &  upper  former.  Can  be 
sold  complete  ($250,000  negotiable) 
or  as  two  separate  presses. 

Call  (913)648-2000 


INDUSTRY  CIRCULATION  SERVICES 

SERVICES  !  CIRCULATION  MARKETING  GROUP 

I  Specializing  in  on-site  and  long 

CIKUIATIONSERVICIS  i 

1  ABOVE  THE  REST  j  - 

CIRCLILATION  DEVEl^OPMENT,  INC.  [  HEADLINE  PROMOTIONS,  INC. 
Teleservices  For  Newspapers  i 

(800)  247-2338 

wL.circulation.net  !  TELEMARKETING  SERVICES 

1  AD  TO  CALL  NEW  START  GENERATION 

FOR  PREPAID  SUBSCRIPTIONS  STOP  SAVER  PROGRAMS 

CIRCUIATION  SERVICES,  INC.  VERIFICATION  CALLING 

Fort  Collins,  Colorado  i 

We  Convert  Non-Poy  Stops  I  ^  .11. 

To  Pre-Poid  Subscribers  1  P'-ograms  are  tailored  to  meet 

Andy  Orr  (888)  343-0470  j  _  your  circulation  needs. 

Every  subscription  guaranteed. 

1  ANSWER  i 

METRO  N^S  SERVICE,  INC.  RATES  BASED  ON  RESULTS 

Nationwide  TELEMARKCTING  ! 

Horace  Southward  1  ii 

800)950-8475  Dennis  McQuillan 

E-mail:  mnsl@metro-news.com  i  (800)260-9823 

- y^Yw.metro-news.com _  PRO  STARTS 

BLENKARN  TELEMARKETING  THE  TELEMARKETING  PROS 

•  Auto  pay  experts  EXPERTISE  IN  A  FULL  RANGE  OF 

•Automatic  Bank/  SALES  SERVICES  INCLUDING 

Credit  Card  Transactions  DATABASE  MARKETING 

Joseph  Skaff  (800)  2 1 8-673 1  TOM  ZGONC  (800)  776-6397 

NEWSPAPER  EXECUTIVE  SEARCH  NEWSPAPER  EXECUTIVE  SEARCH 


Executive  Search  Consultants 

“If  you’re  attending  The  E6?P  Interactive  Newspaper 

Conference  and  would  like  to  meet,  call  me." 

Ron  Haas  &  Associates 

713-977-8955  Fax  713-977-9656 
e-mail:  rhaas@rhaas.com 


PUBUCATIONS  FOR  SALE 

MULTI-FACETED  PUBLISHING  business 
including  established  monthly, 
quarterly  tabloids  servicing  communi¬ 
ty/resort  market.  Profitable  prepress 
business.  Located  in  growing  but  still 
rural  area  of  beautiful  western  Vir¬ 
ginia.  Perfect  for  husband/wife  or 
semi -retired. 

Call  (540)  249-5579. 


CLARK  electric  forklift  (Newsprint  roll 
stacker).  Two-stage  mast  with  190-inch 
reach  (5  rolls),  1450  lb.  capacity  with 
charger.  $2,0(50. 

Call  Patrick  at  (970)  887-3334 

HARRIS  VI 5D  21-1/2"  four  unit  press 
with  JF-25B  folder,  Harris  V25  21-1/ 
2"  four  unit  press  with  JF-25  folder. 
COLOR  KING  22-3/4"  five  unit 
presses  with  KJ6  and  KJ8  folders. 
Equipment  in  New  Jersey.  Call  Hank 
Damnuls  (914)  761-6360  Fax  (914) 
337-58 1 9  www.graficaworldwide.com 

METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552- 1 528  Fax  (770)  552-2669 

OFFERED  FOR  SALE: 

10-unit  Goss  Urbanite  U-800  series 
press  (5  floor  units,  5  stacked)  with 
Urbanite  and  suburban  folders, 
rollstands,  3-color  unit;  folder,  and 
press  drives.  Tel:  (941 )  561-6401 
E-mail:  inter@sprintmail.com 
Inter-Continental  Graphics,  Inc. 


CIRCULATION  SERVICES 

RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jacqui  Tezyk,  Denise  Zognoli 
(800)  671-1 230  mpbarton@aol.com 

SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  projects 
•Stop-saver  projects 
•Up-grade  projects 

Call  Doug  Reese  at 
(800)  972-6778 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 
http:/ /www.fakebrains.com 

PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELEQRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hr.  line 
(505)  842-1357 
P.O.  Box  1952 
Albuquerque,  NM  871 03 


E&P*s  Classified 


The  newspaper 
industry’s  meeting 
place.  (2U)  675*4380 


WANTED  TO  BUY 

USED  PRESS  EQUIPMENT 
ON  THE  INTERNET  AT 
www.webpresses.com 

IMMEDIATE  NEED  FOR  MULLER 
AAARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLIAR 

Call  Chris  George  (800)  356-4886  or 
Fax  (81 6)  887-2762. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fax  (770)  590-726? 


PRESSROOM  SERVICES 

PRESSRCXOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
I  derways?  Dirty  air  handling  systems, 
ductwork? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAaiONI 
30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOa  FREE  (800)657-21 10 

STA-CLIFF  ELEQRIC 

Press  Drive  System 

•Repair 

•Repower 

•Preventative  Maintenance 
I  •International  Capobility 

(717)741-4145  24  hours 


ADVERTISING  SALES  TRAINING 
Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  that  get  results! 

Call  ProMax  Training 
&  Consulting,  Inc.  (800)  898-0444 

NEWSPAPER  SALES  AAAGIC 
Training  tapes  for  new  subscription 
sales.  Upbeat  series  of  4  tapes  shows 
sales  and  money  happening,  and  how 
to  do  it.  $195.95.  We  can  also 
manage  in-store  contracts.  American 
Reading  Association,  4301  S.  Pine 
Street,  #57,  Tacoma,  WA  98409. 

(888)  747-2949 


42 


EDITOR  &  PUBLISHER  /  FEBRUARY  6.  1999 


www.mediainfo.com 


11  W  1 9th  Street,  New  York,  NY  1 001 1  Phone  (21 2)  675-4380  Fax  (21 2)  929-1 259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


HELP  WANTED 


THE  UNIVERSITY  OF  MICHIGAN 
Howard  R.  Marsh 

Visiting  Professorship  in  Journalism 
Department  of  Communication  Studies 

The  Department  of  Communication 
Studies  at  the  University  of  Michigan 
seeks  naminations  and  applications  for 
the  Howard  R.  Marsh  Visiting  Pro¬ 
fessorship  in  Journalism.  The  Howard 
R.  Marsh  Endowment  provides  funds 
for  a  one-semester  or  one-year  visit 
from  a  distinguished  academic  scholar 
who  studies  journalism  and  news 
media  or  an  eminent  professional 
journalist.  The  individual  selected  for 
such  an  appointment  will  be  one 
whose  presence  would  contribute  to  the 
education  of  students  in  the  Depart¬ 
ment  and  College  who  are  studying 
long-range  factors  affecting  the  ability 
of  the  news  media  to  perform  their  func¬ 
tions  in  a  democratic  society.  The 
Marsh  Visiting  Professor  will  engoge  in 
dialogues  with  students  and  faculty, 
pursue  current  professional  or  scholarly 
interests,  and  contribute  to  the  direction 
of  the  Howard  R.  Marsh  Center  for 
the  Study  of  Journalistic  Performance. 
The  Center,  located  in  the  Department 
of  Communication  Studies,  supports 
scholarly  research  on  democratic  func¬ 
tions  of  the  news  media.  Nominations 
and  applications  for  the  Howard  R. 
Marsh  Visiting  Professorship  should  be 
directed  to  Marsh  Professor  Search, 
Department  of  Communication  Studies, 
2020  Frieze  Building,  The  University  of 
Michigan,  Ann  Arbor,  Ml  48109- 
1 285.  Questions  should  be  sent  to 
comm.studies.dept@umich.edu 
Review  of  nominations  and  applica¬ 
tions  for  single-term  or  academic  year 
appointments  beginning  in  the  fall  of 
1999  will  begin  immediately  and  con¬ 
tinue  until  the  position  is  filled.  The 
University  of  Michigan  is  an  equal 
opportunity  employer.  Women  and 
minorities  are  encouraged  to  apply. 

UNIVERSITY  OF  DETROIT  MERCY 
seeks  an  Assistant  Professor  of  Journal¬ 
ism.  M.A.  in  journalism  required,  Ph.D. 
preferred.  Candidates  must  have  pro¬ 
fessional  experience  in  print  media. 
Teach  classes  in  newspaper  and  mag¬ 
azine  reporting,  writing,  editing,  layout 
and  design,  media  ethics,  introduction 
to  mass  communication;  create  courses 
in  the  candidate's  special  area  of 
interest;  assist  college  newspaper 
adjunct  professional  advisor,  monitor 
independent  studies;  advise  Depart¬ 
ment  majors;  sponsor  student  journal¬ 
ism  group;  and  develop  summer 
workshops  os  needed.  As  the  sole 
journalism  faculty  member  in  the 
Department  the  successful  candidate  is 
expected  to  advise  and  assist  the 
Department  in  updating  and  devel¬ 
oping  the  journalism  program.  The  Col¬ 
lege  of  Liberal  Arts  sees  to  attract  an 
active,  culturally  and  academically 
diverse  faculty  of  the  highest  caliber. 
Send  letter  of  application,  resume, 
transcript,  three  letters  of  recommenda¬ 
tion  to.  Dr.  Vivian  I.  Dicks, 
Chairperson,  Communications  Studies 
Department,  University  of  Detroit 
Mercy,  Box  19900,  Detroit,  Ml  48219 
by  March  15. 


_ ACCOUNTING _ 

FINANCIAL  ANALYST 

The  Sacramenta  Bee,  the  market's  lead¬ 
ing  newspaper,  has  an  exciting  oppor¬ 
tunity  for  a  qualified  individual  to  join 
our  Accounting  team  in  the  position  of 
Financial  Analyst.  The  Financial  Ana¬ 
lyst  will  perform  reporting  and  analysis 
of  various  segments  of  the  business. 
This  individual  will  assist  in  accounting 
functions,  including  auditing,  financial 
reporting,  and  reconciliations.  Other 
I  duties  include  participating  in  the  plan¬ 
ning  process  to  include  capital,  finan¬ 
cial  and  volume/ rate  analysis.  We  are 
looking  for  an  individual  who 
possesses  the  following  qualities: 

•3-5  years  of  progressively  responsible 
duties  in  analysis  and  financial  report¬ 
ing 

•4  years  college  degree  with  major  in 
accounting;  CPA  a  plus 
•Strong  accounting  and  computer 
skills;  proficient  in  Microsoft  Word, 
Excel,  lOkey 

•Detail-  and  team-oriented;  self- 
motivated 

Newspaper  background  and  Peo- 
pleSoft  financials  preferred.  The  Sacra¬ 
mento  Bee  offer  full  benefits,  401  (k), 
on-site  fitness  center  and  childcare  cen¬ 
ter.  To  apply  for  this  position,  please  fax 
resume  with  cover  letter,  references,  and 
salary  requirements  to  (916)  321-1984. 
Or  mail  same  to  -  The  Sacramento  Bee, 
Human  Resources,  and  P.O.  Box  1 5779, 
Sacramento,  CA  95852. 

I  ADMINISTRATIVE 

CLASSIFIED  ADVERTISING  MANAGER 
Seattle  Weekly,  the  Northwest's  largest 
alternative  newsweekly,  is  seeking  a 
motivated  leader  for  our  classified 
advertising  department. 

Candidates  should  hove  extensive  expe- 
!  rience  with  sales  management  and  the 
i  ability  to  motivate  an  excellent  staff. 

[  Experience  with  MS  Office  needed, 
j  contact  management  and  order  entry 
systems  a  plus. 

I 

We  offer  a  competitive  salary  with 
bonus  plan  and  excellent  benefits. 

Please  send  resumes  to  CAM  Position, 

I  Seattle  Weekly,  1008  Western  Ave¬ 
nue,  Suite  300,  Seattle,  WA  98 1 04 
Fax;  (206)467-4306.  Email: 

cam  job@seattleweekly,  com 
No  phone  calls  please. 

GENERAL  MANAGER  needed  to 
oversee  several  weekly  newspapers  in 
competitive  area  of  Zone  8.  Prefer 
experience  in  news,  advertising  and  com- 
I  munity  leadership.  Excellent  salary  and 
benefits.  Respond  to  Box  08750,  Editor 
j  &  Publisher. 

j  - 

1  PUBLISHER  FOR  WEEKLY  in  Hawaii's 
fastest-growing  city.  Experience  in 
advertising,  niche  publishing,  news 
and  overall  management  necessary.  Pro¬ 
ven  leaders  only.  Youth  not  a  problem. 
Would  consider  a  couple.  Join  Bill  Snif- 
fin's  winning  team  in  Kinhei,  Maui.  Fax 
(307)  332-9332.  E-mail: 

bsniffin@wyoming.com 


j _ ADVERTISING _ 

AD  DIRECTOR  needed  at  1 4,500  Cox 
daily  in  eastern  NC.  Yau  must  be 
experienced  and  innovative  with  pro¬ 
ven  accomplishments  in  retail  and 
classified  sales.  Willing  but  untrained 
staff.  Lucrative  compensation  for 
performance  plus  all  benefits.  New 
building,  nice  lifestyle.  Call  Rip 
I  Woodin  (252)  407-9967. 

1  AD  DIRECTOR.  We're  looking  for  a 
bright,  can-do  sales  professional  to 
i  build  on  our  success  and  share  in  it. 

I  We're  the  DAILY  REPORT  in  Atlanta,  a 
j  high  quality,  highly  acclaimed  business 
daily  that  circulates  to  a  high  net  worth 
i  paid  readership-Georgia's  legal  pro- 
j  fessionals.  A  sterling  franchise  in  a 
1  sensational  market.  Position  entails  run- 
I  ning  display,  classified  and  specialized 
^  marketing  operations,  supervising  staff 
of  five,  with  room  for  expansion.  We 
offer  a  lucrative  pay  package,  reward¬ 
ing  challenges,  and  the  opportunity  to 
grow  with  a  fast-growing  national 
media  company.  Send  resume  to  Box 
326,  Daily  Report,  190  Pryor  Street 
SW,  Atlanta,  GA  30303,  fax  (404) 

I  523-5924,  richard.gard@counsel.com 

i  No  phone  calls,  please. 

1  ADVERTISING  SALES  MANAGER  need- 
i  ed  for  growing  company.  Challenges 
for  new  position  include  hiring  and 
coaching  a  seven-member  sales  staff 
and  developing  sales  materials  and 
ideas  to  help  them  sell.  Prior  sales 
I  management  experience  helpful.  We 
are  a  group  of  weeklies  with  63,000-f 
circulation.  Salary,  bonus,  401  (k).  Send 
resume  to  Jim  Glassman,  president.  Times 
Newspapers,  P.O.  Box  3335,  Peoria,  IL 
61612-3335  or  fax  to  (309)  694- 
2233. 

i  ADMINISTRATIVE 


J^LASSIFiED 


_ ADVERTISING _ 

DIREQOR  OF  SALES 

Looking  for  EXHILARATION... 

Then  don't  let  this  opportunity  pass  you 
byl  We  have  been  #1  for  over  28 
years  -  and  this  is  just  the  beginning  - 
we  plan  to  stay  ahead  of  our  Industry  I 

i 

I  GREENSHEET  is  seeking  on  excellent 
communicator  with  proven  sales  lead¬ 
ership  to  join  our  growing  and  exciting 
company. 

You  will  have  primary  responsibility  for 
planning  and  implementing  sales  and 
marketing  strategies,  and  developing 
people.  This  position  interacts  with  all 
levels  within  the  organization.  We 
require  4-6  years  sales  experience  with 
at  least  2  years  experience  overseeing 
sales  managers.  Training  and  market¬ 
ing  background  a  plus. 

We  offer  o  competitive  salary  and 
benefits  package.  Fax/mail/E-mail/ 
resume  with  salary  requirements  to  - 
DOS,  P.O.  Box  1379,  Houston,  TX 
77251.  Fax  (71 3)  371-3541. 

E-nrail  recruitl  @neosoft.com 

Can  you  feel  the  EXHILARATION... 

I 

EOE 

I  Drug/Background  Checks 

ADVERTISING  DIREaOR  for  34,000 
circulation  weekly  newspaper.  You  will 
motivate  staff  of  seven  in  growth  and 
outdoor  area.  Fax  resume  to  KH,  (208) 
528-9824  or  mail  to  KH,  Idaho  Falls 
Free  Press,  Box  51473,  Idaho  Falls,  ID 
83405. 

ADMINISTRATIVE 


MEDIATT 

manageimentXX 

Recruitment  Specialists 

Some  of  our  current  assignments: 

■  Business  Editor  -  .Midwest  daily  of  75,000  circulation; 
includes  local  business  weekly  magazine  responsibility; 
department  of  9  news  people. 

■  Features  Editor  -  West  coast  daily  of  50,000  circulation; 
oversees  soft  news,  local  entertainment  and  TV  book; 
excellent  growth  opjxirtunity. 

■  Classified  Advertising  Manager  -  Midwest  daily  of 
30,0(K)  circulation;  supervises  department  of  12 
employees;  strong  inside  sales  experience  helpful. 

Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness.  IL  60067 
847.963  9300  ■  mm2@stametinc.com  ■  fax  847.934.6607 


www.medlainfo.com 


EDITOR  &  PUBLISHER  /  FEBRUARY  6,  1999 


43 


CLASSIFIED 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  DIREQOR 

Join  a  dynamic  management  team  at 
the  Waco  Tribune-Herald,  a  Cox 
newspaper.  Lead  a  staff  of  51  in  a 
growing  Central  Texas  market.  Enjoy  a 
short  commute  time,  low  cost  of  living 
and  excellent  cultural,  volunteer  and 
educational  opportunities.  Sales  and 
management  experience  in  retail  and 
classined  a  must.  We  want  a  proven 
leader  with  excellent  verbal,  budgeting 
and  training  skills  who  likes  to  work  in 
a  team  environment.  If  you  like  a  fast 
pace  in  a  comfortable  atmosphere,  this 
could  be  the  right  job  for  you. 
Attractive  compensation  and  benefits 
package.  Mail  or  fax  your  resume  to 
Dan  Savage,  Publisher,  Waco  Tribune- 
Herald,  P.O.  Box  2588,  Waco,  TX 
76702. 

Fax  number  (254)  753-61 1 5. 


DISPLAY  ADVERTISING  MANAGER 

Premier  Fairfield  county  newspaper, 
with  daily  circulation  of  41,500  and 
Sunday  53,600,  is  seeking  a  goal- 
oriented,  dynamic  manager  who  is 
looking  to  fine  tune  a  sales  team,  make 
your  mark  and  prosper. 

The  major  purpose  of  this  position  is  to 
maximize  Retail,  National  and  Preprint 
advertising  revenues  for  SCNI. 

The  ideal  candidate  should  have  five 
years  of  supervisory  experience  and  at 
least  2-3  years  of  major  accounts  and 
sales  management  experience.  Display 
advertising  background  and  training 
experience  essential.  This  person  should 
be  able  to  motivate  a  staff  of  approx¬ 
imately  1 5  people  which  includes  account 
executives,  managers  and  supervisors. 
Must  be  able  to  dis-play  strong  leadership 
skills  and  accountability  for  their  staff. 
Candidate  should  be  a  detail  oriented 
professional  with  outstanding  interper¬ 
sonal,  verbal  and  written  communication 
skills,  and  have  the  ability  to  handle 
personnel  matters. 

We  are  a  TIMES  MIRROR  company 
with  full  benefits,  401  (k),  competitive 
salary  and  bonus  structure.  Please  send 
your  resume,  cover  letter  and  salary 
requirements  to  Human  Resources 
Coordinator  S.  Penny,  The  Advocate/ 
Greenwich  Time,  75  Tresser  Blvd., 
Stamford,  CT  06901 . 


NATIONAL  ACCOUNT  MANAGER 

Entrepreneurial  media  sales  superstar 
sought  by  the  largest  suburban  news¬ 
paper  network  in  America.  Lucrative 
career  opportunity  selling  national  and 
regional  major  account  advertising  in 
Washington,  DCs  local,  community 
newspapers  collectively  publishing  1 . 1 
million  circulation.  Top  income  and 
excellent  benefits  to  the  self-motivated 
“Rainmaker"  with  strong  sales  track 
record.  Send  confidential  resume  to 
Gay  Nuttall,  president/CEO,  Fax  (703) 
904- 1 009,  E-mail  GAYN@WSPNET.COM 
or  mail  to  Washington  Suburban  Press 
Network,  1 760  Reston  Parkway,  #403, 
Reston,VA20190. 


_ ADVERTISING _ 

NEW  YORK  PRESS  ASSOCIATION 
ADVERTISING  SALES  MANAGER 

Statewide  newspaper  association  seeks 
professional  for  Albany,  NY  office 
to  be  responsible  for  developing  new 
business  for  our  600  newspaper  network. 
Responsibilities  include  increasing  sales 
revenue,  coordinating  sales  efforts,  plan¬ 
ning  and  directing  marketing  activ¬ 
ities,  prospecting  and  developing  sales 
leads,  creating  proposals  for  potential 
clients  and  existing  advertisers,  and 
developing  relationships  with  national 
advertisers  and  retailers.  Excellent  com¬ 
munication  skills  and  ability  to  manage 
staff  priorities,  newspaper  priorities  and 
needs  of  advertising  clients.  Heavy  tele¬ 
phone  sales  work,  written  correspon¬ 
dence,  proposal  preparation  and  pre¬ 
sentation,  network  sales  experience 
and  knowledge  of  co-op  advertising. 
Moderate  in-state  travel. 

SENIOR  ACCOUNT  EXECUTIVE 

High-energy  producer  to  develop  and 
maintain  client/prospect  base  and 
develop  new  business  for  statewide 
newspaper  advertising  network.  Heavy 
telephone  sales  work,  professionally 
written  sales  carrespondence,  proposal 
preparatian  and  presentation,  and 
formalized  prospecting.  Fast  pace, 
daily  deadlines,  in-state  travel. 

We  offer  competitive  compensation 
including  health,  dental,  401  (k)  and 
profit  sharing.  Resume,  salary  require¬ 
ments  and  cover  letter  to.  Executive 
Director,  New  York  Press  Association, 
1681  Western  Avenue,  Albany,  NY 
12203. 


REGIONAL  RETAIL  SALES  EXECUTIVE 
Are  you  a  sales  professional  with 
responsibility  for  key  accounts?  Do  you 
have  experience  in  the  newspaper 
advertising,  and/or  retail  business?  If 
so,  let's  talk!  We  are  a  retail  advertis¬ 
ing  and  marketing  company  looking 
for  a  highly  motivated  sales  executive 
to  contribute  to  our  growth  in  the 
Midwest.  Must  have  good  people  skills, 
be  flexible,  well-organized,  computer 
and  Internet  literate.  Great  income 
potential,  participation  in  management 
team,  benefits.  Travel  required.  Based 
in  Grand  Rapids,  Michigan.  Relocation 
not  required.  Fax  resume  and  cover  let¬ 
ter  to  (6 1  6)  456-8244  or  E-mail: 
promedmgl@triton.net 


RETAIL  ADVERTISING 
SALES  MANAGER 

The  Journal  Times,  a  35,000  daily  in 
Racine,  Wl  seeks  a  seasoned  advertis¬ 
ing  sales  prafessional  for  the  position 
of  Retail  Sales  Manager.  This  position 
is  responsible  for  leading  1 5  staff  in  out¬ 
side  sales,  support,  creative  and  tele¬ 
marketing  functions.  Applicants  must  be 
strong  planners,  proficient  Microsoft 
Office,  have  knowledge  of  database 
management  and  preferably  possess  a 
Bachelor's  in  business.  This  position 
reports  to  the  publisher  and  is  a  man¬ 
agement  team  member.  Apply,  Human 
Resources,  212  4th  Street,  Racine,  Wl 
53403.  Visit: 

www.racinecounty.com 


_ ADVERTISING _ 

RETAIL  SALES  MANAGER 
If  you  want  to  have  the  Cascade  Moun¬ 
tains  at  your  back  and  the  beautiful  Cal- 
umbia  River  in  your  front  yard,  we 
may  be  the  place  you  are  looking  for. 
This  family  owned  paper  is  dedicated 
to  giving  you  the  freedom  to  succeed 
and  the  positive  environment  to  make 
it  work.  Send  your  resume  today, 
Personnel  Department,  The  Wenatchee 
World,  1 4  N.  Mission  Street,  Wenatchee, 
WA  98801  or: 

Fax  (509)  662-5413 


RETAIL  SALES  MANAGER  -  We're  a 
30,000  daily  with  an  opening  for  an 
experienced  innovative,  and  creative 
leader  for  our  seasoned  sales  staff.  The 
individual  selected  will  know  how  to 
motivate  a  staff,  recognize  market  oppor¬ 
tunities,  and  build  revenue  through 
creative  pricing  strategies  and  pro¬ 
motional  plans.  As  a  member  of  Pax¬ 
ton  Media  Group,  we  offer  competitive 
compensation  package  and  benefits. 
Please  send  resume  with  salary  history  to 
Paxton  Media  Group  Inc.,  c/o  Human 
Resources  Department,  P.O.  Box  2300, 
Poducah,KY  42002-2300. _ 

_ ART/GRAPHICS _ 

ARTDIREaOR/ 
PRODUaiON  MANAGER 
Award  winning  alternative  weekly  in 
Hartford  needs  experienced  manager. 
Humor  and  patience  essential  along 
with  great  mentoring  skills.  Capable  of 
working  outside  the  box.  Resume  to 
Publisher,  Hartford  Advocate,  1 00  Con¬ 
stitution  Plaza,  Hartford,  CT061 03. 

Fax:  (860)  548-9335 
E-mail:  franpub@aol.com 


DYNAMIC  DESIGNER 
The  Jackson  Hole  Guide,  a  community 
weekly  serving  a  diverse  resort  com¬ 
munity  at  the  gateway  to  Grand  Teton 
and  Yellowstone  national  parks,  seeks 
a  top-notch  designer  to  fill  an 
anticipated  opening  on  our  editorial 
team.  Our  ideal  candidates  knows 
QuarkXPress,  Adobe  Photoshop  and 
Illustrator  and  wants  to  do  more  at  a 
newspaper  than  simply  put  photos, 
headlines  and  text  on  the  page.  Reply 
with  resume  and  portfolio  to  Editor, 
P.O.  Box  648,  Jackson,  WY  83(X)1 . 

CIRCULATION 

CIRCULATION  DIREQOR 
Daily  southeastern  Pennsylvania  local 
newspaper  is  seeking  an  energetic, 
experienced  circulation  director. 
Excellent  salary,  benefits,  401  (k)  and 
advancement  opportunities  for  the  right 
hands-on  candidate.  Reply  to  Box 
0871 5,  Editor  &  Publisher. 


CIRCULATION  DIRECTOR  WANTED 
for  45,000  southeast  daily.  The  ideal 
candidate  will  have  served  as  a 
Director  at  a  smaller  paper  for  at  least 
three  years  and  will  have  had  sales  or 
operational  experience  in  a  com¬ 
petitive  market.  We  offer  the  advan¬ 
tages  of  working  for  a  privately  owned 
company  with  competitive  compensa¬ 
tion  and  benefits  in  a  highly  desirable 
market.  In  the  letter  accompanying 
your  resume,  tell  me  how  you've  taken 
innovative  approaches,  or  used 
technology  to  address  yaur  challenges. 
Reply  to  Box  08749,  Editor  &  Pub¬ 
lisher. 


_ CIRCULATION _ 

CIRCULATING  DIREQOR 

A  great  opportunity  to  fill  a  key  lead¬ 
ership  role  at  a  progressive  metro  daily 
in  the  Pacific  Northwest. 

Directs  and  coordinates  the  daily 
operations  of  the  Circulation  Depart¬ 
ment  by  performing  the  following 
duties  personally  or  through  sub¬ 
ordinate  supervisors:  leads  and  directs 
a  team  of  delivery  service,  sales, 
marketing,  collection  and  customer 
service  professionals.  Motivates  and 
builds  the  internal  and  external  teams 
necessary  to  proactively  achieve 
department  goals.  Directs  the  distribu¬ 
tion  of  all  printed  products,  including 
The  News  Tribune,  Quicksaver,  New 
York  Times,  Northwest  Guardian, 
Investor's  Business  Daily,  and  the  Wall 
Street  Journal.  Achieves  excellent 
customer  service  for  all  subscribers. 
Oversees  the  sales  and  marketing  of 
The  News  Tribune  through  home 
delivery  order  sales  and  the  retail  sale 
of  single  copies.  Works  with  all 
internal  and  external  sources  to 
achieve  order  production  goals. 
Monitors  collection  efforts;  maintains 
budgets;  supervises  160  employees 
plus  independent  contractors;  oversees 
all  systems  functions. 

Bachelor's  degree;  or  five  to  ten  years 
related  experience  and/or  training;  or 
equivalent  combination  of  education 
and  experience.  Distribution  Center 
experience  desired. 

To  receive  an  information  packet  and 
apply  call -(253)  597-8547. 

The  News  Tribune  is  an  equal  oppor¬ 
tunity  employer.  All  offers  of  employ¬ 
ment  are  contingent  upon  satisfactory 
pre-employment  drug  test  results. 


CIRCULATION  DIREQOR 

The  Yakima  Herald-Republic  has  a 
career  opportunity  for  an  energetic 
newspaper  circulation  professional  at  a 
40,000-f  daily  newspaper  in  central 
Washington  state. 

Key  member  of  management  team  as 
one  of  five  directors  assisting  the  pub¬ 
lisher  to  set  and  achieve  long-range 
goals  and  mission.  Leads  and  directs  a 
talented  team  in  all  facets  of  subscrip¬ 
tion  sales,  service  packaging  and  dis¬ 
tribution. 

Serves  as  circulation  department 
liaison  with  other  departments  to 
achieve  creative  synergy  for  problem 
resolution  and  project  management. 
Creates  an  environment  to  energize  a 
winning  sales,  service  and  distribution 
team.  This  is  the  time  for  you  to  join  us 
-  we've  just  completed  a  total  remodel 
of  the  building,  complete  redesign  of 
the  newspaper,  and  have  a  state  of  the 
art  computerized  packaging  center. 

We  are  a  member  of  the  Seattle  Times 
group  and  an  equal  opportunity 
employer.  Send  or  fax  a  resume  and 
cover  letter  outlining  the  expertise  and 
values  you  will  bring  to  our  leadership 
team  -  Kay  Gause,  human  resources 
director,  Yakima  Herald-Republic,  P.O. 
Box  9668,  Yakima,  WA  98909. 

(509)  577-7720  Fax  (509)  577-7722 
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HELP  WANTED 


_ CIRCULATION _ 

CIRCULATION  DIREaOR 
The  Times-Georglan  a  10,000  circula¬ 
tion  daily  newspaper  with  four  weekly 
newspapers  in  Carrollton,  GA.  This 
position  will  oversee  a  staff  of  eleven  in 
Circulation,  Telemarketing  and 
Mailroom.  Our  newspapers  cover  all 
areas  west  of  Atlanta  to  the  Alabama 
border.  Carrollton  offers  an  excellent 
lifestyle  with  a  reasonable  cost  of  liv¬ 
ing.  You  can  enjoy  Atlanta,  which  is 
45  minutes  away,  without  being 
abused  by  it.  This  fast  growing  area 
offers  excellent  opportunities  for  circula¬ 
tion  growth.  We  are  part  of  the  Paxton 
Media  Group  of  25  newspapers  offer¬ 
ing  excellent  pay  and  benefits.  Send 
resume  and  salary  history  to  Tom 
Overton,  publisher.  The  Times- 
Georgian,  901  Hays  Mill  Road,  Car¬ 
rollton,  GA  30117. 


CIRCULATION  DIREQOR 

Immediate  opening  at  15,000  Mon- 
day-Saturday  PM,  with  Saturday  TMC, 
serving  Southern  Wisconsin  and 
Northern  Illinois.  Well-run  department 
needs  exceptional  manager  due  to  pre-  j 
decessor's  career  advancement.  | 
Responsible  for  all  facets  of  circulation  | 
sales,  service  and  mailroom  manage¬ 
ment.  We're  part  of  a  small  but  suc¬ 
cessful  group  owned  by  the  Hagadone 
Corp.  Above  average  person  will  com¬ 
mand  alxjve  average  earnings  with  full  j 
benefit  package,  including  401  (k)  I 
plan.  Respond  to  Publisher  Kent  I 
Eymann,  Beloit  Daily  News,  1 49  State  j 
Street,  Beloit,  Wl  53511,  (608)  365-  [ 
8811.  keymann@beloitdailynews.com 
Equal  Opportunity  Employer 


CIRCULATION  DIREQOR 

This  community  newspaper  in  Zone  1 
is  looking  for  a  hard-working  circula¬ 
tion  professional  with  a  focus  on  staff- 
development  and  marketing  savvy  to 
provide  the  leadership  needed  to  drive  j 
circulation  growth.  The  ideal  candidate 
has  a  proven  ability  to  manage  service 
levels,  improve  receivables  and 
develop  a  strong  single  copy  presence 
to  build  circulation. 

If  you  are  ready  to  take  your  career  to 
a  new  level,  have  a  minimum  of  five 
years  circulation  management  experi¬ 
ence  and  wish  to  join  an  organization 
that  will  challenge  you  to  your  full 
potential,  this  may  be  the  right  job  for 
you. 

We  provide  an  exceptional  starting 
salary  and  benefits  package  with 
unlimited  growth  potential.  Reply  in  con¬ 
fidence  to  Box  08753,  Editor  &  Pub¬ 
lisher. 


CIRCULATION  DIREQOR 
Great  opportunity  for  an  experienced 
circulation  director  who  understands 
marketing.  Proven  record  in  growing 
home  delivery  and  single  copy 
necessary.  Must  be  able  to  motivate 
and  train  staff,  have  a  good  knowl¬ 
edge  of  budgeting,  and  the  desire  to 
meet  goals.  Excellent  salary,  bonus 
and  benefits  package.  Major  newspa¬ 
per  company,  great  Northeast  loca¬ 
tion.  Send  resume  to  Box  08757, 
Editor  &  Publisher. 


i _ CIRCULATION _ 

CIRCULATION  MANAGER  IN  grow- 
I  ing,  suburban  market.  Innovative, 
aggressive  promotion  skills  required. 

I  Staff  of  1 6.  1 5,000  daily.  Send  resume 
j  to  David  Stringer,  Norman  Transcript, 
P.O.  Box  1 058,  Norman,  OK  73070. 


CIRCULATION  MANAGER 

Chattanooga  Publishing,  an  80,000 
daily  and  105,000  Sunday  newspa¬ 
per,  located  in  Chattanooga,  Ten¬ 
nessee  is  seeking  an  aggressive,  take 
charge  person  to  lead  our  efforts  in 
delivering  excellent  service  to  our 
customers.  The  person  we  want  should 
have  strong  customer  service  skills  and 
a  proven  track  record  of  meeting 
customer  expectations.  The  person 
should  be  a  hands-on  manager,  capa¬ 
ble  of  providing  leadership  by  example 
and  the  ability  to  motivate  and  develop 
a  strong  staff.  Experience  in  all  phases 
of  circulation  is  required.  Send  resume 
to  Greg  Sloan,  circulation  director, 
I  Chattanooga  Publishing,  400  East  1 1  th 
[  Street,  Chattanooga,  TN  37403. 


CIRCULATION  MANAGER 

The  South  County  Journal,  a  23,000 
circulation  newspaper  located  in  sub¬ 
urban  Seattle,  is  seeking  an  energetic 
sales  oriented  Circulation  Manager 
who  can  prosper  in  a  fast  growing 
highly  competitive  market.  Ideal  candi¬ 
date  will  have  a  minimum  of  3  years 
circulation  management  experience  in 
a  small  to  midsize  newspaper  with  a 
strong  background  in  sales  and 
customer  service.  We  offer  a  com¬ 
petitive  salary  and  bonus  plan  with 
excellent  benefits  including  a  401  (k). 
Please  send  your  resume  and  cover  let¬ 
ter  to: 

HORVITZ  NEWSPAPERS 
P.O.  Box  90 130 
Bellevue,  WA  98009-9230 
Attn.  JT 

Equal  Opportunity  Employer 


CIRCULATION  RETAIL  SALES 

Contra  Costa  Newspapers  is  seeking  a 
self  motivated  Single  Copy  Retail  Sales 
Coordinator  in  our  circulation  depart¬ 
ment.  The  successful  candidate  will 
have  sales  experience  and  excellent 
presentation  and  communication  skills. 
The  coordinator  will  develop  part¬ 
nerships  with  new  retail  accaunts, 
while  strengthening  existing  accounts. 
This  job  requires  and  individual  who 
would  rather  visit  retail  partners  than 
work  behind  a  desk.  This  position  is 
assigned  to  the  consumer  marketing 
department  in  Walnut  Creek.  We  offer 
a  competitive  salary,  MBO,  compre¬ 
hensive  benefit  package  including 
401  (k)  plan  and  stock  purchase  plan. 
Send  resume  with  salary  history  to: 

Contra  Costa  Newspapers 
Attn:  Human  Resources  #5022 
P.O.  Box  5088 
Walnut  Creek,  CA  34596 
Or  Fax 

(925)977-8444 


_ CIRCULATION _ 

NEWSPAPER  SERVICES  OF  AMERICA 
Looking  to  "step  out  of  the  box?” 

Here's  your  opportunity  to  use  your 
skills  to  their  full  potential.  NSA,  the 
j  largest  print  agency  in  the  country, 

I  seeks  an  experienced  advertising/ 
circulation  executive  to  join  its 
SmariCirc!  team,  an  exciting  and  suc¬ 
cessful  new  product/ service  showing 
newspapers  how  to  grow  ad  and 
circulation  revenues.  Knowledge  of 
i  newspaper  advertising,  circulation  and 
distribution  necessary.  Compensation 
commensurate  with  experience,  good 
Ijenefits,  excellent  growth  potential, 
travel  required.  Outstanding  opportu¬ 
nity  to  join  fast-growing  entrepreneur¬ 
ial  company.  Fax  resume  and  salary 
history  to  SmgrlCirc!  (630)  577-001 3. 

I  SEEKING  A  RESULTS-ORIENTED  Dis¬ 
trict  Sales  Manager  for  the  Florida 
Keys.  Golden  opportunity  to  diversify 
for  a  circulation  expert  to  manage  btoth 
service,  sales  in  home  delivery  and 
single  copy.  Manager  will  interact  with 
market  managers  for  the  Miami 
Herald/El  Nuevo  Herald  and  Pub¬ 
lishers  of  Keynoter  and  Reporter  news¬ 
paper.  Please  send  resume  (including 
references  and  salary  history)  and 
i  cover  letter  to  -  Wayne  Markham, 
j  Miami  Herald,  1  Herald  Plaza,  Miami, 

[  FL33132. 


THE  CHARLOHE  HERALD-TRIBUNE, 
an  edition  of  the  Herald-Tribune 
Newspaper,  is  searching  for  an  area 
circulation  manager  to  lead  circulation 
growth  into  the  21  st  century.  Our  can¬ 
didate  should  have  at  least  5  years 
experience  in  circulation,  with  2  years 
j  in  management.  Heavy  emphasis  is 
placed  on  sales  and  marketing  for  both 
conventional  and  unconventional 
j  sources.  You  will  manage  5  district 
j  managers  in  all  aspects  of  home 
delivery  circulation  plus  offer  your 
j  expertise  on  single  copy  sales.  This  is  a 
I  highly  visible  position  at  the  Herald- 
Tribune  in  the  hotly  competitive  market 
I  of  Charlotte  County.  Position  reports  to 
j  the  local  publisher.  Good  salary  and 
benefits,  if  you  think  you  have  what  it 
:  takes  to  join  our  team,  please  send 
your  resume  and  a  cover  letter  telling 
us  about  yourself  and  how  you  will 
make  our  newspaper  bietter  to: 

Lola  Casey,  publisher 
Charlotte  Herald-Tribune 
1617  Tamiami  Trail 
Pt.  Charlotte,  FL  33948 

FAX  (941)  627-7510 

To  be  considered,  please  reply  no  later 
than  February  22,  1 999. 


I  _ EDITORIAL _ 

24K  OHIO  DAILY  off  Lake  Erie  needs 
high-energy  idea  person  to  be  key 
player  in  our  daily  news  efforts.  Editor 
will  bring  enthusiasm,  energy  to 
young,  learning  reporting  team.  You 
will  want  to  impact  our  paper  7  days/ 
week.  Resumes  to  Todd  Franko,  San¬ 
dusky  Register,  314  W.  Market  Street, 
Sondusky,  OH  44870  or  E-mail  at: 

!  toddfranko@sanduskyregister.com 


_ EDITORIAL _ 

I  ASSISTANT  BUSINESS  EDITOR. 

Excellent  opportunity  for  an  enterpris- 
i  ing,  savvy  business  writer  to  move  into 
i  editing  at  The  Honolulu  Advertiser 
(107,000  AM  daily/ 192,000  Sun¬ 
day).  Some  reporting  required,  but 
opportunities  abound  for  training  and 
growth  as  a  manager.  A  Gannett 
I  newspaper,  we  offer  competitive 
I  salary,  benefits  and  relocation 
j  assistance.  Please  send  a  cover  letter, 

I  resume  and  a  half-dozen  work  samples 
I  to  Managing  Editor  M.J.  Smith,  The 
'  Honolulu  Advertiser,  605  Kapiolani 
Blvd.,  Honolulu,  HI  96813.  No  phone 
1  calls,  please.  The  Advertiser  is  an 
I  equal  opportunity  employer  that  values 
workplace  diversity. 


ASSISTANT  FEATURE  EDITOR 
We're  looking  for  someone  who  can 
!  conceptualize  a  story  then  execute  it; 
I  who  can  fine-tune  stories  and  coax  the 
j  best  out  of  reporters;  who  is  an  idea 
person  and  can  put  the  fun  into 
features,  and  who  is  detailed  and  well 
organized.  If  that's  you,  send  your 
resume  and  some  examples  of  your 
blest  work  to  Richard  Sullivan,  The 
Syracuse  Newspapers,  P.O.  Box  4915, 
I  Syracuse,  NY  13221. 


i  ASSISTANT  SPORTS  EDITOR 

Writer/designer  to  play  key  role  in  our 
excellent  sports  section.  Employee  stock 
ownership  makes  ours  one  of  the  better 
packages  you'll  see  this  year.  We  are 
a  fully  paginated  28,000  AM,  two 
I  hours  west  of  Jackson  Hole  and 
Yellowstone  Park.  Outside  and  Out¬ 
door  Life  rate  us  a  top  Rockies  town. 

I  Our  best  land  at  Sports  Illustrated  and 
I  the  Seattle  Times.  Send  letter,  resume 
i  and  4-5  writing  and  design  clips  to  Jeff 
!  Pinkham,  sports  editor.  The  Post  Regis- 
(  ter,  P.O.  Box  1800,  Idaho  Falls,  ID 
I  83401. 

I  jpinkham@idahonews.com 


ASSISTANT  SPORTS  EDITOR 
I  Want  to  design  and  help  organize  an 
award  winning  sports  section  in  the 
home  of  the  Georgia  Bulldogs? 
QuarkXPress  experience  helpful.  Send 
;  cover  letter,  resume  and  three  layout 
I  tearsheets  and  three  of  your  best  arti- 
'  clesto: 

Athens  Daily  News 
Brad  Vimanek,  sports  editor 
P.O.  Box  91 2 

_ Athens,  GA  3061 3 _ 


ATTENTION  ALL-STAR  EDITORS 

The  Boston  Sunday  Herald  is  accepting 
applications  for  Head  of  Copy  Desk. 
Candidates  must  have  a  deft  touch  for 
editing,  headlines,  layout  and  packag- 
i  ing  for  news  and  feature  pages, 
j  excellent  organizational  and  supervisory 
j  skills,  and  the  ability  to  work  well  with  a 
j  variety  of  department  heads.  If  you  know 
I  you're  among  the  best  -  and  take  pride  in 
seeing  your  hard  work  make  o  difference 
-  please  send  resume  and  work  samples  to 
Eric  Norment,  Sunday  editor,  Boston 
I  Herald,  P.O.  Box  2096,  One  Herald 
i  Square,  Boston,  AAA  02106-2096.  No 
I  phone  calls,  please. 
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HELP  WANTED 

EDITORIAL  I 

ASSOCIATE  EDITORS  i 

New  Times  is  looking  for  associate 
editors  at  its  award-winning  weekly  ! 
newspapers  in  Denver,  Miami,  and  Los  | 
Angeles. 

The  positions  require  fine  writing  and  | 
editing  skills  and  the  ability  to  help  | 
staffers  generate  strong  stories.  The  j 
interview  process  includes  an  extensive  | 
editing  test.  Applicants  for  Miami  and  I 
Los  Angeles  must  have  a  strong  back-  ] 
ground  in  features,  film  and  the  arts. 
Denver  applicants  should  have  a  solid  ! 
news  background.  i 

Christine  Brennan  ! 

Executive  Managing  Editor  | 

New  Times,  Inc.  ] 

P.O.Box  5970  I 

Denver,  CO  802 1 7  j 

No  phone  calls  or  E-mail,  please  j 

AWARD  WINNING  SUBURBAN/  com-  I 
munity  newspaper  group  in  Upstate  New  | 
York  has  an  excellent  opportunity  for  a  ! 
general  manager.  Products  include  20  | 
paid  weekly  newspapers  and  several 
requester,  weeklies,  niche  publications 
including  parent,  seniors,  urban  living 
and  jobs  and  severol  more  to  come. 
Growing  commercial  print  division, 
speciality  products  and  new  media  also  in 
the  product  mix.  New  20,000  square  feet 
plant  with  10  web,  8  unit  Goss  Com¬ 
munity,  four-  color  capability.  | 

Responsibilities  include  supervising  all  ' 
facets  of  the  company.  Work  with/ 
report  to  publisher/owner.  Plan  and 
execute  starts  ups  and  acquisitions.  Com¬ 
pensation  package  includes  com-  | 
petitive  salary,  benefits,  401  (k),  auto. 
Opportunity  to  earn  equity  and  share  ; 
in  future  growth.  Contact  Stewart  Han-  1 
cock.  Eagle  Newspapers,  5910  i 
Firestone  Drive,  Syracuse,  NY  1 3206.  I 

_ (315)  434-8889 _ 

AWARD-WINNING  BUSINESS  weekly 
seeks  an  enterprising  reporter  to  work 
in  York,  PA  bureau,  covering  manu¬ 
facturing  and  real  estate.  2-5  years  I 
business  reporting  experience  required,  j 
Send  resume,  clips  to  Editor  Elizabeth  j 
Cummings,  Central  Penn  Business  | 
Journal,  409  S.  Second  Street,  | 
Harrisburg,  PA  1 7104.  ! 

BROADCASTING  AND  CABLE,  the 
leading  trade  magazine  covering  the  | 
TV  industry  is  seeking  an  aggressive,  | 
news-oriented  reporter  to  cover  busi-  ! 
ness  side  of  cable  TV  networks  pro¬ 
gramming,  Candidate  should  have  two 
years  of  journalism  experience,  pre-  | 
ferably  at  a  newspaper,  definitely  with  ] 
a  news  focus.  Strong  reporting  skills  o  | 
must.  Some  knowledge  of  TV  helpful; 
and  understanding  of  the  business  a 
plus.  New  York  City  based  postion. 
Moil/fax  resume  with  clips  and  salary 
requirement  to  Human  Resources 
Department,  BC  Report,  245  W.  1 7th  | 
Street,  1 0th  Floor,  New  York,  NY  I 
10016.  ' 


_ EDITORIAL _ 

BUSINESS  EDITOR 

Guide  and  provide  the  content  of  our 
growing  daily  and  Sunday  business 
pages.  We're  a  22,000-daily,  26,000- 
Sunday  AM  in  the  fastest  growing  port 
of  PA.  Must  have  strong  news  report¬ 
ing  background.  Must  have  drive  ta 
understand  what  makes  a  local  econ¬ 
omy  tick  and  talent  to  report  It  all  to 
readers  in  a  lively  and  timely  way. 
management  potential.  Contact  Kim  de 
Bourbon,  editor,  Pocono  Record,  51 1 
Lenox  Street,  Stroudsburg,  PA  18360. 
(570)  420  4340  or: 

debourbon@poconorecord.com 

CAN  YOU  DIG  up  the  facts,  then  turn 
them  into  stories  (not  just  copy)  that  tell 
readers  what  they  need  to  know?  If  you 
can,  you're  the  reporter  we  want.  If 
you  can't,  keep  your  clips.  Award¬ 
winning  16,000  daily  with  a  strong 
writing  and  investigative  history,  seeks 
reporters  who  want  to  create  high- 
quality  journalism  that  matters  to  the  com¬ 
munity.  Experience  preferred,  but  out¬ 
standing  recent  graduates  with  drive 
encouraged  to  apply.  Send  resume 
and  clips  to  Box  08747,  Editor  &  Pub¬ 
lisher. 

CITY/COPS  reporter  for  2  times  weekly 
in  Central  Florida.  Experience  pre¬ 
ferred,  but  will  consider  recent  gradu¬ 
ate.  Must  perform  in  competitive 
market.  Good  salary/benefits,  401  (k) 
program.  Send  clips/resume  to 
Osceola  News-Gazette,  P.O.  Box 
422068,  Kissimmee,  FL  34742. _ 

COPY  EDITOR  -  Award-winning 
Midland  Reporter-Telegram,  21,000 
circulation  daily  and  28,000  circula- 
tian  Sunday  newspaper  in  West  Texas 
needs  a  copy  editor  to  work  in  our 
paginated  Mac  environment.  We  need 
an  excellent  wordsmith  who  can  design 
with  flair.  Editar  Meta  Mintan,  Midland 
Reporter-Telegram,  201  E.  Illinois, 
Midland,  TX  79701 .  Or  E-mail  resume 
to  mminton@hearst.com 

COPYEDITOR/DESIGNER 

We  need  someone  who  is  solid  at  edit¬ 
ing  and  creative  at  design.  We  are  a 
35,000  daily  in  a  revived  city.  Send  let¬ 
ter,  resume  and  design  clips  to  Mike 
Bieger,  managing  editor,  Altoona  Mir¬ 
ror,  P.O.  Box  2008,  Altoona,  PA 
16603-2008. _ 

COPY  EDITOR/PAGE  DESIGNER 

The  Observer-Dispatch  in  Utica,  NY,  a 
50,000  Gannett  daily,  is  seeking  a 
news  copy  editor/ page  designer  who 
possesses  strong  editing  and  pres¬ 
entation  skills.  Responsibilities  include 
selecting  local  and  wire  stories  that 
reflect  reader  interests;  editing  stories 
for  thoroughness,  clarity  and  accuracy; 
and  designing  and  paginating  visually 
appealing  pages.  Please  send  resume 
and  a  half-dozen  samples  of  your  best 
work  to  Rick  Jensen,  editor,  Observer- 
Dispatch,  221  Oriskany  Plaza,  Utica, 
NY  1 3501 .  We  value  diversity. 


_ EDITORIAL _ 

i  COPYEDITOR 

Busy  newspaper  copy  desk  seeks 
versatile  professional.  Minimum 
qualifications  -  superior  editing  skills, 
the  ability  to  meet  deadlines,  layout 
and  makeup  ability.  Candidates  with 
pagination  and/or  Macintosh  graphics 
!  skills  are  especially  welcome. 

The  job  includes  late  work  under 
deadline  pressure.  Two  years  of  daily 
'  newspaper  desk  experience  essential; 

I  prior  reporting  experience  preferred. 

!  Send  resumes  to: 

UNION  LEADER  CORPORATION 
Attn.  Human  Resources 
P.O.  Box  9555 

Manchester,  NH  03108-9555 
Fax  (603)  668-8920 

COPY  EDITORS  (full  and  part-time) 
Leading  daily  newspaper  in  NJ  has 
immediate  openings  in  news  sports. 
Candidates  must  have  at  least  three 
years  af  daily  newspaper  copyediting 
experience  and  be  well-versed  in  gram¬ 
mar,  spelling,  punctuation,  headline 
writing,  and  AP  style.  EEO.  Send  cover 
letter,  clips  and  resume  to,  Douglas 
I  Clancy,  AME/Assistant  to  the  Editor, 

!  The  Record,  150  River  Street, 

;  Hackensack,  NJ  07601 . 

Na  phone  calls,  please. 

!  COPY  EDITOR 

York  Daily  Record,  a  43,000  AM 
I  paginated  paper,  seeks  news  copy 
;  editor.  Want  journalist  whose 
allegiance  is  to  news  copy,  the  page 
and  the  reader.  Located  in  competitive, 
growing  market,  50  miles  north  of  Bal¬ 
timore.  Salary:  $23,166  to  $34,710. 
See  www.ydr.com  Cover  letter, 
resume,  work  samples  to  News  Editor, 
York  Daily  Record,  P.O.  Box  15122, 
York,  PA  1 7405.  EOE 

COPY  EDITOR  -  The  Cato  Institute,  a 
libertarian  think  tank  in  Washington, 
i  DC,  seeks  a  flexible,  experienced 
I  copyeditor  to  take  primary  responsibil¬ 
ity  for  Regulation  magazine  and  share 
responsibility  for  papers  on  public 
policy,  op-eds,  press  releases,  and 
j  conference  brochures.  Ideal  position 
for  a  generalist  interested  in  domestic 
and  foreign  policy.  Equal  Opportunity 
Employer.  Snail  mail  or  E-mail  resume 
and  cover  letter  to  Elizabeth  Kaplan, 
copyeditor,  Cato  Institute,  1 000  Mass¬ 
achusetts  Avenue  NW,  Washington, 
DC  20(X)1 ,  ekaplan@cato.org 

DESIGN  -  If  your  skills  are  wide- 
ranging  and  you're  flexible,  you  could 
be  o  key  player  at  one  of  the  best  small 
newspapers  in  America.  The  job 
includes  deadline  news  design,  plus 
opportunities  to  work  on  a  weekly 
sports  magazine,  advance  section 
j  fronts  and  prajects.  You  should  have 
j  full-time  newspaper  experience,  but 
more  important  than  a  specific  number 
j  of  years  is  the  ability  to  use  typo- 
i  graphy,  photography  and  graphics 
effectively,  to  understand  how  words 
and  images  work  together.  Send 
resume  and  design  samples  to  Kevin 
Hellyer,  AME,  Albuquerque  Tribune, 
777  Jefferson  NE,  Albuquerque,  NM 
1  87109. 


_ EDITORIAL _ 

j  DYNAMIC  NEWS  EDITOR  wanted  for 
32,000-circulation  Midwestern  daily, 
j  You'll  supervise  a  staff  af  seven  staffers 
at  a  7-day  morning  daily  in  a 
metropolitan  area  and  run  the 
newsroam  at  night.  Excellent  design 
news,  and  people  skills  essential.  Send 
resume,  work  samples  to  Box  08756, 
Editor  &  Publisher. 

EDITOR  ENTREPRENEUR  -  Start-up 
California  hard  news  community  daily 
needs  ambitious  Editor  for  exciting 
opportunity.  Energetic,  passionate 
leader  needed  to  build  and  jazz  news 
team.  Excellent  hands-on  skills:  local 
news,  writing,  editing,  team-building, 
QuarkXPress.  Competitive  compensa¬ 
tion  with  equity  potential.  Strong 
j  career  path  potential.  E-mail  resume, 

J  salary  requirements: 

'  lee_arnold@earthlink.net 

EDITORIAL  PAGE  EDITOR 

:  North  Carolina's  oldest  newspaper  is 
!  seeking  someone  to  lead  our  editorial 
department,  supervising  a  staff  of  four. 
We  need  a  top-notch  editorial  writer 
with  management  skills.  Someone  who 
takes  a  common-sense,  nonpartisan 
approach  to  issues.  Someone  who  can 
appreciate  our  community  and  its  peo¬ 
ple  and  produce  lively  editorial  pages 
with  a  local  flavor  every  day. 

We're  the  Fayetteville  Observer-Times, 
a  70,000-circulation,  family-owned 
daily  in  the  southeastern  part  of  the 
state.  If  you're  interested  in  making 
Fayetteville  your  home  and  making  a 
commitment  to  a  growing  company 
!  and  community,  send  a  resume,  cover 
letter  and  references  to,  Charles 
Broadwell,  editor,  Fayetteville 
Observer-Times,  P.O.  Box  849,  Fayet- 
i  teville,  NC  28302. 

E-mail  cbwell@fayettevillenc.com 

EDITOR 

If  you're  burning  to  make  a  mark  on  a 
region  by  guiding  a  Pulitzer  Prize  win¬ 
ning  newsroom  in  its  role  as  watchdog 
with  a  sense  of  purpose  and  a  sense  C)f 
humor,  we'd  like  to  talk  to  you.  We're 
a  58,000  plus  circulation,  feisty  Zone 
2  tabloid  in  a  highly  competitive 
market.  Send  caver  letter,  salary  his¬ 
tory  and  references  to  Box  08746, 
Editor  &  Publisher. 

EDITORS  &  WRITERS  WANTED 
Monthly  bulletin  lists  200-f  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing¬ 
ton,  DC  20016;  (703)  506-4400. 

EDITORS 

Colorado  1 8,000  daily  needs  an  assis¬ 
tant  local  news  editor  and  a  page 
designer.  Assistant  Local  News  Editor 
must  be  good  at  copy  editing,  working 
with  reporters  and  enjoy  enterprise. 

!  Designer  needed  to  help  produce/ 

I  paginate  compelling  news  pages. 

I  We  offer  one  of  America's  oest  small 
'  cities  in  the  foothills  of  the  Rockies, 

1  good  benefits  and  a  fun  news  year 
ahead.  To  join  us,  send  cover  letter, 
resume  and  clips  to  Personnel/News, 
P.O.  Box  59,  Loveland,  CO  80538. 
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HELP  WANTED 


EDITOR 

The  Forum,  a  regional  51,000  doily; 
60,000  Sunday;  Family  owned  news¬ 
paper  for  120  years,  is  looking  for  a 
sfrong  newsroom  leader  who  fakes  us 
fo  fhe  nexf  level.  You'll  supervise  a 
newsroom  of  55  professionals  who  are 
eager  fo  move  info  fhe  21  st  Century  on 
a  positive  approach  fo  the  changes 
occurring  in  our  profession. 

You  must  be  community  minded,  have 
strong  editorial  management  experi¬ 
ence,  a  Bachelor's  degree  in  Journal¬ 
ism  or  equivalent  knowledge  and/or 
experience  and  willing  to  team  work 
with  other  departments.  You'll  monitor 
operations  with  the  General  Manager, 
but  report  to  the  Publisher  on  policy 
matters.  All  of  our  decisions  are  made 
right  here  in  Farga!  Inquiries  are 
strictly  confidential.  Send  resume  (no 
phone  calls,  please)  to  William  C. 
Marcil,  publisher.  The  Forum,  P.O.  Box 
2020,  Fargo,  ND  58103.  Deadline  is 
Februory  22. _ 

ENERGETIC  SPORTS  EDITOR  for  Mon- 
day-Safurday  daily  in  prime  Northwest 
recreation  area.  Full-time,  competitive 
salary,  excellent  benefits.  Send  resume, 
clips  -  Peggy  Steward,  managing 
editor.  Daily  Record,  401  N.  Main 
Street,  Ellensourg,  WA  98926. 


_ EDITORIAL _ 

EXPERIENCED  HIGH-TECH  FREELAN¬ 
CERS  to  write  features  on  multiple 
topics  for  weekly  telecom  trade  maga¬ 
zine.  Competitive  pay.  Contact 
Features  Editor: 

michael_hanley@intertec.com 

EXPERIENCED  REPORTER 

The  Observer-Dispatch  in  Utica,  NY,  a 
50,000  Gannett  daily,  is  seeking  a 
hard-hitting,  passionate  and  productive 
reporter  to  cover  a  challenging  gov¬ 
ernmental  beat.  At  least  two  years  of 
daily  experience  is  a  must;  computer- 
assisted  reporting  knowledge  is  a  plus. 
Please  send  your  resume  and  six  report¬ 
ing  samples  to  Rick  Jensen,  editor, 
Observer-Dispatch,  221  Oriskany 
Plaza,  Utica,  NY  13501.  We  value 
diversity. 

GENERAL  ASSIGNMENT  REPORTER 

Immediate  opening  for  a  staff  writer  at 
29,000-circu(ation,  award-winning,  seven 
-day  morning  newspaper  in  central 
Pennsylvania.  Join  a  team  of  community 
journalists  covering  a  four-county  region. 
Experience  preferred.  Send  resume  and 
clips  by  February  1 7  to  -  Reporter  Search, 
The  Daily  Item,  200  Market  Street, 
Sunbury,  PA  1 7801 .  Na  telephone  calls, 
please. 

EOE 


I  FASTIDIOUS  COPY  EDITOR  wanted 
j  full  time  for  the  online  SonicNet 
Network.  SonicNet  Network  includes 
SonicNet,  Addicted  To  Noise  and  other 
;  entertainment  sites.  Must  work  in  San 
Francisco  office.  Email: 

liso@sonicnet.com  for  more 


FEATURES  EDITOR 

The  Bulletin,  a  30,(XX)  circulation 
daily,  in  beautiful  Bend,  Oregon  is  look¬ 
ing  for  the  right  person  to  lead  its  Com¬ 
munity  Life  section.  We  need  an 
imaginative  editor  who  can  produce  a 
community  Intensive  lifestyle  section  cov¬ 
ering  outdoor  recreation,  arts  and 
entertainment,  health,  religion  and 
culture.  We  need  someone  who  can 
take  our  talented  and  large  features 
staff  to  new  heights,  and  help  lead  our 
growing  newspaper  to  new  levels  of 
excellence.  The  Bulletin  offers  com¬ 
mitted  family  ownership,  competitive 
pay  and  benefits,  and  opportunities  for 
advancement.  Central  Oregon  offers 
an  unsurpassed  quality  of  life.  Send  let¬ 
ter  of  introduction,  resume  and  work 
samples  to:  John  Henrickson,  Associate 
Editor,  The  Bulletin,  1526  NW  Hill  St., 
Bend,  OR  97701. 


IF  YOU'RE  A  GO-GETTER  who  thrives 
in  a  creative  newsroom  and  craves  a 
competitive  marketplace,  this  32,000- 
circulation  daily  in  Northeast  Ohio  has 
two  openings: 

ASSISTANT  CITY  EDITOR:  We're  look¬ 
ing  for  an  energetic  leader  who  can 
h^p  coach  a  staff  of  12  and  loves 
pursuing  a  story  relentlessly  on 
deadline. 

REPORTER:  We  want  a  true  news 
hound,  a  self-starter  who  has  an  insa¬ 
tiable  curiosity  and  knows  how  to  be  a 
1  true  team  player. 

Send  resume  and  clips  to.  Managing 
Editor,  The  Chronicle-Telegram,  225 
East  Avenue,  Elyria,  OH  44035. 

XDB  OPENING:  NEWS  EDITOR 

The  Courier,  a  14,000  daily  newspa¬ 
per  just  north  of  Houston,  seeks  a  news 
editor  needed  to  lead  our  copy  desk. 
We  seek  an  ex^rienced  copy  editor 
with  a  flair  for  diesign  and  headlines,  a 
zeal  for  accuracy,  and  a  solid  news 
judgement.  Ideal  candidate  will  have 
leadership  and  organizational  skills. 
Page  design  and  pagination  skills  are 
a  must.  Come  join  an  aggressive 
newspaper  in  one  of  the  fastest  grow¬ 
ing  areas  of  the  country.  Send  resume 
and  clips  to  Editor,  The  Courier,  100 
Avenue  A,  Conroe,  TX  77301  or  Fax: 
(409)756-6729 


Make  your  space  reservation  for  E&P's  semi-annual 


RECRUITMENT  SECTION 

In  addition  to  our  monthly  feature.  Editor  &  Publisher  devotes  a  spe 
cial  Recruitment  Section  twice  yearly  to  highlight  issues  that  affect 
both  employees  and  human  resource  professionals  at  newspapers. 
Recruitment  needs  today  are  ever-changing.  We  cover  many  topics 
including  how  vast  technological  advances  are  creating  new  posi¬ 
tions  and  the  need  for  individuals  with  specialized  skills. 


Place  your  employment  ad  in  our  special  Recruitment  Section  today 
and  reach  newspaper  professionals  looking  for  new  opportunities. 

Issue  Date:  February  20  •  Space  Deadline:  February  10 

Please  contact  us  for  rates,  samples  or  ad  copy  specifications. 

Hazel  Preuss  Tel:  (212)  675-4380  ext  171  •  E-Mail:  hazelp@mediainfo.com 
Matt  Wilcox  Tel:  (212)  675-4380  ext  173  •  E-Mail:  mattw@mediainfo.com 
Eileen  Long  Tel:  (212)  675-4380  ext  170  •  E-Mail:  eileenl@mediainfo.com 


Take  this  opportunity  to  reach  your  target  audience.  E&P,  considered 
‘The  Bible’  within  the  industry,  is  still  the  first  place  newspaper 
fessionals  look  to  find  industry  news  and  employment  information. 
Keep  them  abreast  of  your  current  employment  needs,  promote  your 
corporate  image,  and  show  these  potential  employees  the  advantages 
working  with  your  organization. 


Q[/^gg[p|gp_ 11  W  19th  street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  ha2elp@nnedialnf0.com  ■  mlchelea@mecliainfo.com 


HELP  WANTED 


_ EDITORIAL _ 

X)B  OPENING:  CITY  BEAT 

We're  seeking  a  reporter  to  take  com¬ 
mand  of  our  city  beat.  We  need 
someone  with  a  heart  for  community 
reporting  who  is  comfortable  with  a 
variety  of  writing  styles,  whether  it's  a 
human  interest  feature  or  a  hard-hitting 
enterprise  piece.  Prefer  someone  with 
one  year  daily  ar  weekly  newspaper 
experience.  The  Courier  is  a  14,000 
circulation  daily  newspaper  just  north 
of  Houston.  Send  resume  and  five  clips 
to  Editor,  The  Courier,  1 00  Avenue  A, 
Conroe,  TX  77301 ;  or  fax  to; 

(409)756-6729 


JOIN  OUR  AGGRESSIVE  news  team: 
Assistant  News  Editor  and  General 
Assignment  Reporter  positions  open. 
Monday-Saturday  PM  located  in  North 
Central  Illinois.  Editing  and  layout 
experience  helpful.  Previous  newspa¬ 
per  experience  and  knowledge  of  local 
government  helpful.  Assistant  News 
Editor  will  split  workweek  between  edit¬ 
ing  and  reporting  duties.  Excellent 
benefits.  Send  clips  and  resume  to 
Joyce  McCullough,  NewsTribune,  426 
Second  Street,  La  Salle,  IL  61 301 . 


LAYOUT/COPYEDITOR 
The  Portland  Press  Herald/Maine  Sun¬ 
day  telegram  seeks  an  experienced, 
talented  editor  to  join  our  Sports  team. 
Duties  include  copy  editing  and 
designing  pages,  including  the  Sports 
front.  We  required  at  least  two  years 
of  full-time  experience  editing  and 
designing,  on  deadline,  at  a  daily 
newspaper.  We  offer  a  competitive 
salary,  high  standards  and  a  chance  to 
do  Sports  journalism  in  one  of  Amer¬ 
ica's  most  livable  coastal  cities. 

Layout  samples  ad  applications  from 
minorities  and  women  are  welcome, 
please  submit  a  letter  of  interest  and 
resume  to  “Layout/Copy  Editor”,  The 
Portland  Press  Herald,  Human 
Resources  Office,  390  Congress  Street, 
Portland,  ME  04101. 


LAYOUT  EDITOR 

Produce  broadsheet  pages,  including 
4-5  coves,  for  full  color  weeklies  in 
New  York  City  using  fast  Macs,  QuarkX¬ 
Press  and  Photoshop.  Send  samples, 
resume,  salary  history  and  require¬ 
ments  to  edited@aol.com 


LEGAL  EDITOR/WRITER 

Minnesota  legal  publication  seeks  legal 
editor/writer  for  full-time  staff  position. 
The  position  involves  writing  articles, 
editing  and  proofing  law-related  copy, 
developing  contacts  and  sources  as 
well  as  serving  as  a  representative  of 
the  paper  in  the  legal  community. 
Applicants  should  possess  strong  jour¬ 
nalism/writing  abilities,  be  very  detail 
oriented,  have  good  interpersonal  skills 
and  be  able  to  work  well  under 
deadline.  Legal  background  is  a  plus. 
Send  cover  letter,  resume  and  writing 
sample(s)  to  -  Box  52090,  Minnesota 
lawyer,  730  South  2nd  Avenue,  100 
peavey  Building,  Minneapolis,  MN 
55402 

EOE 

WWW  8762 


_ EDITORIAL _ 

MANAGING  EDITOR  -  If  challenge, 
opportunity  and  competition  light  your 
fire.  If  creating  a  productive  team 
atmosphere  gives  you  goose  bumps.  If 
community  journalism  is  your  mantra. 
You  may  be  our  managing  editor.  You 
will  direct  day  to  day  operations  of  a 
30-person  newsroom  with  an  eclectic 
mix  of  old  pros  and  neophytes.  You 
will  connect  with  an  affluent  and 
sophisticated  community  that  includes 
Florida  and  national  leaders  in  busi¬ 
ness,  the  professions,  government, 
education  and  the  arts.  And  you  will 
publish  a  bright,  fresh  product  daily 
that  shouts,  “This  is  Boca  Raton,  Flor¬ 
ida  I"  Interested?  Contact  Michael 
Martin,  publisher.  The  Boca  Raton 
News,  33  SE  3rd  Street,  Boca  Raton, 
FL  33432.  E-mail: 

mbmartin@bocaratonnews.com 
Phone  (561 1395-8300 
Fax  (561 1 338-4850 


A4ARKETING  EDITOR 
New  York  City  Based 

We  are  looking  for  a  news  editor  to 
work  with  our  client  newspapers,  mag¬ 
azines  and  other  media.  The  successful 
candidate  will  be  responsible  for  pro¬ 
moting  Bloomberg  News,  feature 
stories  and  financial  market  data  to 
our  clients. 

We  require  a  Bachelor's  degree, 
newspaper  experience,  an  understand¬ 
ing  of  finance,  combined  with  market¬ 
ing  skills  and  the  ability  to  travel 
extensively.  Spanish  language  skills  a 
plus. 

Please  send  resume  to  -  H.  Horder, 
human  resources  Dept  N-M,  Bloom¬ 
berg  L.P.,  499  Park  Avenue,  New 
York,  NY  10022.  Fax  (212)  940- 
1 954;  E-mail: 

hhorder@bloomberg.com  No  phone 
calls,  please.  EOE  M/F/D/V 


MUSIC  EDITORS 

New  Times  has  immediate  openings 
(or  music  editors  at  its  weekly  newspa¬ 
pers  in  Houston,  San  Francisco  and  Ft. 
Lauderdale.  Strong  writing  skills  essen¬ 
tial.  Job  entails  planning/editing  music 
sectian,  hiring  Freelance  reviewers,  and 
writing  a  local  music  column  as  well  as 
nan-music  Feature-length  pieces.  Send 
cover  letter,  resume  and  five  best  clips 
to  Andy  Van  De  Voorde,  executive 
associate  editor.  New  Times  Inc.,  P.O. 
Box  5970,  Denver,  CO  8021 7. 

No  calls  or  E-mail,  please 


NEWS  REPORTERS 

New  York  City's  top  community 
NEWSpapers  have  immediate  open¬ 
ings.  Great  opportunity  for  up  and  com¬ 
ing  reporters.  Rush  resume  and  clips  to 
Editor  Neil  Sloane,  Boy  Ridge  Paper, 
26  Court  Street,  Brooklyn,  NY  1 1242. 
E-mail  bayridgepa@aol.com 


PAGE  DESIGNER  WANTED.  Design 
experience  and/or  Baseview  system 
experience  a  bonus,  but  not  required. 
Paper  is  7-day  PM  (Sunday  AM) 
between  Cleveland  and  Pittsburgh. 
Will  design  inside  and  section  fronts. 
All  sections. 

E-mail:  bronzer@aol.com 


_ EDITORIAL _ 

PAGE  DESIGNER  SOUGHT  for  35,000 
circulation,  7-day  morning  daily  in 
Anderson,  Indiana.  Responsibilities 
include  designing  local  and  wire  news 
and  Features  pages.  Candidates  should 
have  1-3  years  experience  in  design; 
solid  skills  in  QuarkXPress,  Photoshop 
and  Freehand.  Send  cover  letter, 
resume,  and  3  references  and  3  sam¬ 
ples  of  best  design  work  by  February 
28  to  -  News  Editor,  Anderson  Herald 
Bulletin,  1133  Jackson  Street, 
Anderson,  IN  46016.  E-mail  materials 
to  brodt@netdirect.net 


POLITICAL  REPORTER  -  If  you're  an 
experienced  reporter  who  likes  politics 
but  you're  tired  of  cold  winters  in  big 
cities.  The  Albany  Herald  may  be  the 
I  perfect  fit  for  you.  We  have  immediate 
opening  for  a  political  reporter  whose 
beat  would  include  City  Hall.  We're  a 
morning  daily  in  Southwest  Georgia 
with  a  31,000  daily  circulation  and 
37,000  on  Sundays.  Send  your 
resume,  references  and  clips  to  Jim 
Hendricks,  managing  editor.  The 
Albany  Herald,  P.O.  Box  48,  Albany, 
GA31702.  E-mail: 

j  im@albanyherald .  surfsouth ,  com 
Pre-employment  drug  screening 
required 


REPORTER 

For  award-winning  weekly  in  one  of 
New  England's  most  desirable  cam- 
munities.  Write  features,  too.  Join  a 
great  staff  on  a  fine  paper  in  a  special 
place.  Write  publisher  at  P.O.  Box  7, 
York,  ME  03909,  or  E-mail  us  at: 
yorkweekly@cybertours .  cam 
The  York  Weekly 


REPORTER  -  40,000  PM  daily  seeks  a 
full-time  reparter  wha  thrives  on  dig¬ 
ging  up  information  and  then  crafting 
it  into  a  well-written,  detail-packed 
article.  Minimum  requirements:  some 
professional  newspaper  reporting 
internship;  clips  that  demonstrate  com¬ 
pleteness,  creativity,  and  eye  for 
features  and  good  writing  skills;  and  a 
commitment  to  the  profession.  Com¬ 
petitive  salary  and  benefits.  Opportuni¬ 
ties  for  growth;  equal  opportunity 
employer.  Send  resume,  six  best  clips 
and  names  of  three  references  to: 

Steve  Morse 
Metro  Editor 
Jackson  Citizen  Patriot 
21 4  S.  Jackson 
Jackson,  Ml  49201-2282 


REPORTER:  The  award-winning  Los 
Angeles  Business  Journal  seeks  hard- 
charging  reporter.  Applicants  should 
have  1  -3  years  of  experience,  business 
journalism  and/or  daily  newspapers  a 
plus.  Please  send  resume/clips  to  Mark 
Lacter,  editor,  Los  Angeles  Business 
Journal,  5700  Wilshire  Blvd.,  Suite 
1 70,  Los  Angeles,  CA  90036. 

REPORTERS 

We  need  two  talented  reporters  for  our 
award-winning  30M  daily  and  Sunday 
in  sunny  West  Texas,  one  to  cover  busi¬ 
ness  and  the  oil  and  gas  industry  and 
the  other  to  handle  general  assign¬ 
ments.  Fax  resume  to  Laura  Dennis  at 
(915)  333-7742  or  mail  application  to 
Odessa  American,  222  E.  4th  Street, 
Odessa,  TX  79761. 


_ EDITORIAL _ 

REPORTER 

CITY  NEWS  SERVICE 
LOS  ANGELES  AND  SAN  DIEGO 

CNS,  the  nation's  largest  regional  wire 
service,  has  immediate  openings  for 
experienced,  professional  reporters  in 
Los  Angeles  and  San  Diego. 

CNS  is  o  full-servece,  around-the-clock 
professional  wire  service  paying  com¬ 
petitive  salaries.  Subscribers  include 
virtually  all  of  the  major  media. 

You  must  be  committed  to  hard  news, 
speedy  reporting  and  above  all, 
accuracy.  You  must  have  a  college 
degree,  at  least  one  to  two  years  of  pro¬ 
fessional  journalism  experience  (prefer¬ 
ably  on  a  daily  newspaper),  and  already 
live  in  our  area.  FAX  your  resume  now  to 
CNS,  (310)  201-9174. 


REPORTERS  AND  EDITORS 
CHICAGO'S  NEW  CITY 
NEWSSERVICE 

City  News  Service  of  Chicago  expects 
to  launch  operations  shortly  after 
March  1 .  It  will  be  a  full-service, 
around-the-clock  professional  wire  ser¬ 
vice  paying  competitive  salaries. 

CNS  Chicago  has  immediate  openings 
for  experienced,  professional  reporters 
and  editors. 

Successful  candidates,  who  will  cover 
or  edit  top  breaking  stories,  must  be  com¬ 
mitted  to  hard  news,  speedy  reporting 
and,  above  all,  accuracy. 

If  you  have  a  college  degree,  at  least 
one  to  two  years  of  professional  jour¬ 
nalism  experience  (longer  desking  time 
for  editors),  and  you  already  live  in  the 
Chicago  area  and  “know  the  town,” 
FAX  your  resume  immediately  to  our 
temporary  number  at  (310)  201  -9174. 


REPORTERS,  COPY  EDITORS  AND 
DESIGNERS 

From  West  Point  to  Woodstock,  The  Times 
Herald-Record  (90,000-circulation  daily, 
1 00,000-Sunday)  is  the  dominant 
newspaper  for  New  York's  beautiful 
I  Hudson  River  Valley.  The  region  offers  the 
best  of  both  worlds  -  We'rean  hour's  drive 
j  toNewYorkCity,yetwe'realsosteeped in 
I  history  and  teeming  with  first-class 
I  outdoors  activities.  The  newspaper  offers 
i  the  same  uncommon  blend  -  We're  a 
hard-charging  tab  in  an  incredibly  newsy 
I  area,  yet  we're  acutely  aware  of  our  role 
as  a  community  leader.  We  have  a  re¬ 
energized  newsroom  guided  by  team- 
based  reporting,  coaching,  reader 
involvement,  the  free  exchange  of  ideas, 
and  an  unswerving  commitment  to 
continual  impravement.  We've  sent  many 
staffers  directly  to  the  big  metros;  many 
more  have  stayed  because  of  what  the 
paper  and  region  offer. 

We're  looking  for  talented,  energetic 
reporters  with  a  drive  to  produce  and  a 
thirst  for  learning.  We're  looking  for 
creative,  disciplined  copy  editors  and 
designers  who  can  make  our  pages  sing. 
Samples  and  resume  to  Executive  Editor 
Bill  Steinauer,  Box  2046,  40  Mulberry 
Street,  Middletown,  NY  10940.  The 
Record  is  the  largest  member  of  Ottaway 
Newspapers,  a  division  of  Dow  Jones. 
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HELP  WANTED 


REPORTERS 

Investor's  Business  daily  continues  to 
expand  its  staff  os  its  notional  audience 
grov/s.  Paper  seeks  smart,  ambitious 
journalists  to  cover  areas  including 
business,  the  economy,  national  issues, 
computing  and  the  markets,  from  IBD 
headquarters  in  Los  Angeles  and 
bureaus  in  New  York,  Silicon  Valley 
and  Washington.  Fax  resume  and  clips 
to  Susan  Warfel,  managing  editor, 
(310)  577-7350.  Call  (310)  448-6373 
to  confirm  receipt  of  fox. 


The  Vindicator,  a  90,(XX)  PM  doily,  is 
looking  for  an  experienced,  self 
motivated  reporter  to  tackle  the  highly 
energized  news  environment  of  north¬ 
east  Ohio.  If  you've  got  solid  reporting 
and  writing  skills,  an  interest  in  dota- 
bosed  reporting  and  a  knack  for  meld¬ 
ing  words  with  graphics  and  pictures, 
send  cover  letter,  resume  and  clips  to 
Anthony  G.  Paglia,  senior  regional 
editor.  The  Vindicator,  P.O.  Box  780, 
Youngstown,  OH  44501  -0780. 

No  phone  calls,  please 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdole, 
Clevelond  ond  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  os  much  o 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland  and  St.  Louis. 
New  Times  is  committed  to  building  o 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  colls  or  E-mail,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 

Denver,  CO  8021 7 

Include  a  cover  letter;  o  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

SAVVY  COPY  EDITOR  -  Page  designer 
to  lead  Mondoy-Saturday  daily's 
redesign.  Full-time,  competitive  salary, 
excellent  benefits.  Send  resume,  clips  - 
Peggy  Steward,  managing  editor. 
Daily  Record,  401  N.  Main  Street, 
Ellensburg,  WA  98926. 


SPORTS  EDITOR  -  A  six-day,  6,000 
circulation  newspaper  seeks  a  sports 
editor  interested  in  covering  community 
sports.  Duties  on  this  one-person  desk 
also  include  editing  Associated  Press 
copy  and  paginating  pages.  State-of- 
the-art  equipment.  Opportunities 
available  in  television  reporting.  Expe¬ 
rience  on  a  college  newspaper  or 
weekly,  preferred.  Please  send  letter, 
resume  and  clips  to  Belinda  Chase, 
managing  editor,  Ketchikan  Daily 
News,  P.O.  Box  7900,  Ketchikan, 
Alaska  99901. 

SPORTS  DESK/V/RITER 

The  Times  Publishing  Company  of  Erie, 
PA,  a  family-owned  company  that  pub¬ 
lishes  the  Morning  News,  Erie  Daily 
Times  and  Sunday  Times-News,  is 
searching  for  a  member  of  its  sports  staff 
who  can  work  the  desk  and  write 
compelling  stories. 

We're  looking  for  o  versatile  person,  one 
who's  comfortable  with  design  and 
layout  os  well  os  covering  game 
stories,  writing  profiles  and  finding 
unusual  features  about  sports  in  our 
lives.  The  job  will  involve  deskwork 
about  half  the  time  and  writing  the  rest 
:  of  the  time  including  home  coverage  of 
j  one  of  the  three  professional  football 
teams  we  follow. 

I 

I  We'd  expect  the  successful  candidate 
j  to  have  three  to  five  years  of  daily  desk 
'  experience  in  copy  editing,  layout  and 
I  design.  Pagination  experience  would 
j  be  a  plus.  The  successful  candidate  will 
also  be  a  skilled  writer  who  is  not 
afraid  to  explore  new  ways  of  storytell¬ 
ing- 

i  We  offer  a  very  competitive  compensa- 
i  tion  package,  the  opportunity  to  have 
j  a  creative  impact  on  our  newspapers, 
and  on  excellent  working  environment. 
Send  us  a  letter  telling  us  why  you  are 
the  best  candidate.  Include  o  resume 
with  several  samples  of  your  best  writ¬ 
ing  and  also  teorsheets  of  your  best 
layouts  and  designs,  moil  this  to: 

Tony  Pasquale 
Administrative  Editor 
Times  Publishing  Company 
Times  Square 
205  W.  12th  Street 
Erie,  PA  16534 

(814)870-1712 


SPORTS  COPY  EDITOR  -  Can  you 
design  clean,  attractive  pages?  Turn 
good  news  judgement  and  knowledge 
of  the  language  into  first-rate  editing? 
We're  looking  for  someone  to  join  on 
aggressive  staff  and  handle  everything 
from  slot  duties  to  occasional  report¬ 
ing/feature  writing  duties.  Experience 
with  Mac  and  QuarkXPress  a  must, 
knowledge  of  Photoshop  and  Illustrator 
helpful.  We're  a  35,(X)0  circulation 
AM  covering  NBA,  major  college  and 
prep  sports,  in  addition  to  producing  a 
weekly  magazine.  Great  area,  com¬ 
petitive  salary  and  benefits.  Contact  - 
Steve  Cameron,  sports  editor.  The 
i  Doily  Herald,  1555  N.  Freedom  Blvd., 
I  P.O.  Box  717,  Provo,  UT  84603.  Also 
available  via  E-mail  at: 

I  ldean@heraldextra.com 


j  THE  BULLETIN,  a  30,000  circulation 
doily  in  beautiful  Bend,  Oregon,  is  look- 
j  ing  for  o  few  enterprising  senior  beat 
i  reporters  to  round  out  its  growing 
I  newsroom  staff.  Required:  Ability  to 
write  and  think  clearly.  Beat  expertise 
desired,  but  will  consider  talented  gen- 
j  eralists. 

HEALTH:  Seeking  a  reporter  who  can 
stay  atop  news  in  a  regional  health¬ 
care  hub,  medical  trends  in  the  state 
that  pioneered  Medicare  reform  and 
doctor-assisted  suicide,  and  wellness 
features  in  a  fitness-crazy  area. 

ENVIRONMENT:  Proven  talent  needed 
for  a  premier  beat.  Reporter  will  cover 
;  o  variety  of  issues  from  quality  of  tap 
■  water  to  management  of  public  lands 
j  in  a  diverse  and  rapidly  changing 
landscape.  Ideal  candidate  will  be  both 
I  aggressive  and  fair-minded. 

GOVERNMENT:  Cover  public  policy  in 
one  of  the  Northwest's  fastest  growing, 
most  dynamic  areas.  Need  a  journalist 
who  con  report  beyond  the  city  council 
docket  to  produce  lively  enterprise  and 
investigative  work. 

The  Bulletin  is  a  growing,  family- 
owned  newspaper  with  proud  tradi- 
'  tions  and  o  bright  future.  Our  employ¬ 
ees  earn  competitive  pay  and  benefits 
and  get  to  live  in  a  year-round  recrea¬ 
tion  paradise.  Send  cover  letter, 
resume  and  clips  to  John  Henrikson, 
associate  editor.  The  Bulletin,  1526 
N.W.  Hill  Street,  Bend,  OR  97701. 
Drug  screening  required. 


In-Column  Acdvertisements 
Tuesday  noon  (EST)  for  following  Saturday  issue 
Classified  Display 

Friday  5pm  (EST)  8  days  prior  to  publication 


ER 


j  SPORTS  EDITOR  -  10,0<X)  circulation 
AM  doily  needs  leader  for  two  person 
j  department.  Strong  writing,  editing 
I  and  pagination  skills  o  must.  QuarkX- 
I  Press  experience  helpful.  45  minutes 
i  from  Raleigh,  30  from  Durham.  Send 
resume  to  Arthur  O.  Murray,  editor. 
The  Doily  Dispatch,  P.O.  Box  908,  Hen¬ 
derson,  NC  27536. 

THE  CAPE  COD  TIMES,  on  award¬ 
winning  50,(X)0  circulation  daily 
located  in  one  of  the  East  Coast's  pre¬ 
mier  vacation  destinations,  has  on 
immediate  opening  for  o  full-time 
sports  page  designer/editor.  We  are 
j  looking  for  a  high  energy  individual, 
primarily  a  designer,  who  is  not  afraid 
!  to  take  chances  and  have  fun  with  a 
I  page.  The  ideal  candidate  will  have  a 
I  strong  word  sense,  o  passion  for  quol- 
:  ity  and  be  willing  to  assist  in  all  aspects 
of  the  sports  desk  as  needed.  Must  be 
fluent  in  QuarkXPress  and  able  to 
flourish  on  deadline.  Electronic  news¬ 
paper  design  and  editing  experience 
required,  daily  broadsheet  and  sports 
i  desk  experience  strongly  preferred. 

I  Qualified  candidates  should  submit  a 
I  cover  letter,  resume,  salary  history  and 
I  five  non-returnable  work  samples  by 
:  February  12  to,  Mindy  Clawson, 
Graphics  Editor,  Cape  Cod  Times,  319 
I  Main  Street,  Hyonnis,  MA  02601 . 

,  Equal  Opportunity  Employer. 

THE  DAILY  NEWS,  a  scrappy  tabloid 
:  in  Philadelphia,  is  looking  for  an 
I  assigning  editor  to  work  with  our  sea- 
I  soned  feature  writers  to  develop  pro- 
!  vocative  lifestyle  stories.  We  wont  o 
j  deadline-oriented  pro  with  creative 
!  approaches  who  can  help  reporters 
!  shape  their  good  ideas  into  Page  One 
stories.  Send  a  resume  and  10  story 
'  ideas  to  Deborah  Licklider,  Box  7788, 
j  Philadelphia,  PA  19101 . 

i  THE  FDIC  DIVISION  of  Insurance  is 
seeking  a  Writer/Editor  in  Washington, 
DC.  Primary  responsibilities  include  pro¬ 
viding  substantive  editing  and  guid¬ 
ance  to  technical  writers  engaged  in 
financial  and  economic  analysis  of 
trends  in  the  banking  and  financial 
I  services  sector  for  nationwide  pub- 
■  lications.  Must  hove  at  least  one  year 
I  of  strong  writing  and  editorial  experi- 
I  ence.  National  publication  experience 
I  is  desirable.  Salaries  will  be  com- 
!  mensurate  with  experience.  Applica¬ 
tions  must  include  social  security 
number,  telephone  number,  citizenship, 
veteran  preference  (with  supporting 
documentation),  and  announcement 
#99-BDEU-B033  on  their  application/ 
resume  for  consideration.  Applications 
must  be  postmarked  by  February  23, 

!  1 999  and  sent  to,  FDIC,  550  1 7lh  Street 
I  NW,  Room  PA- 1730-5080,  Washington, 

I  DC  20429-9990. _ 

j  THE  ST.  JOSEPH,  MO,  NEWS-PRESS, 

!  an  award-winning  42,000  circulation 
j  daily  in  Northwest  Missouri,  is 
i  searching  for  an  agriculh.-'e  reporter. 
Knowledge  of  agriculture  -s  required. 
Send  a  resume  and  six  clips  to  Robyn 
I  L.  Davis,  business  editor,  St.  Joseph 
News-Press,  P.O.  Box  29,  St.  Joseph, 

I  MO  64502. 
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_ EDITORIAL _ 

THE  NEWS-SUN,  Kendallville,  IN, 
judged  in  1998  fo  be  the  best  small 
daily  newspaper  in  Indiana,  is  looking 
for  a  full-time  sports  reporter  to  cover 
high  school  sports.  A  degree  in  jour¬ 
nalism  is  preferred,  but  not  necessary. 
This  person  needs  to  have  computer 
and  writing  skills  and  be  willing  to 
work  flexible  hours.  Good  pay  and 
excellent  benefits.  Send  resume  to, 
Terry  Housholder,  managing  editor. 
The  News-Sun,  P.O.  Box  39,  Ken¬ 
dallville,  IN  46755. 

THE  SUN  OF  LOWELL,  a  54,000 
circulation  daily  located  35  miles  north 
of  Boston,  has  two  full-time  opeinings 
for  reporters  who  can  pravided  soup- 
to-nuts  news  coverage  in  suburban 
towns.  Candidates  must  hove  enterprise 
spirit.  Send  resume,  one  clip  each  on 
municipal  government,  schools  and 
human  interest  stories  and  short  cover 
letter  describing  how  you  can  make  a 
difference  in  our  local  news  coverage  to  - 
James  H.  Campanini,  Associate  Editor 
News,  Lowell  Sun,  P.O.  Box  1 477,  Lowell, 
MA  01 853.  Good  salary,  benefits  and 
future  are  among  The  Sun's  amenities. 

The  (wo  most  important  things  in  life  are 
good  friends  and  a  strong  Dull  pen 

B^  Lemon 

MARKETING 


_ EDITORIAL _ 

THE  ST.  LOUIS  POST-DISPATCH,  the 
flagship  of  the  Pulitzer  Publishing 
Company,  seeks  an  experienced 
political  reporter  to  join  our  Washing¬ 
ton  bureau  to  cover  the  Illinois  and 
Missouri  delegations.  The  successful 
candidate  wilf  be  a  self-starter  who 
can  research,  report  and  craft  stories 
that  keep  our  readers  abreast  of  local, 
national  and  internatianal  issues  that 
come  before  the  delegations.  Foremost, 
we  want  a  reporter  who  can  explain 
how  the  decisions  of  the  delegation 
relate  to  our  Midwest  readers.  At  least 
five  years'  reporting  experience  at  a 
daily  newspaper  and  a  college  degree 
are  preferred.  To  apply,  send  a  cover 
letter,  resume  and  at  least  six  clips  that 
show  a  range  of  work  to,  Cynthia 
Todd,  director  of  recruitment,  St.  Louis 
Post-Dispatch,  900  Narth  Tucker  Bou¬ 
levard,  St.  Louis,  MO  63101.  The 
application  deadline  is  February  19, 
1999. 


TWO  EXPERIENCED  REPORTERS/ 
strong  writers  sought  for  7-day  award¬ 
winning  newspaper  in  Northeast  NY. 
One  will  cover  news  and  features  in 
several  local  communities  Tues-Sat. 
Second  will  be  general  assignment 
with  emphasis  on  business  Sun-Thurs. 
Flexible  hours,  with  some  evenings 
required.  Good  benefits.  We're  an 
hour  from  Montreal,  Burlington,  VT 
and  Lake  Placid.  Resume  and  clips  to 
News  Editor  Lois  Clermont,  Press- 
Republican,  PO  Box  459,  Plattsburgh, 
NY  12901. 


_ EDITORIAL _ 

THE  ST.  LOUIS  POST-DISPATCH,  the 
flagship  of  the  Pulitzer  Publishing 
Company,  seeks  an  experienced 
political  reporter  to  join  our  Washing¬ 
ton  bureau  ta  caver  the  Illinois  and 
Missouri  delegations.  The  successful 
candidate  will  be  a  self-starter  who 
can  research,  report  and  craft  stories 
that  keep  our  readers  abreast  of  local, 
national  and  international  issues  that 
come  before  the  delegations.  Foremost, 
we  want  a  reporter  who  can  explain 
how  the  decisions  of  the  delegation 
relate  to  our  Midwest  readers.  At  least 
five  years'  reporting  experience  at  a 
daily  newspaper  and  a  college  degree 
are  preferred.  To  apply,  send  a  cover 
letter,  resume  and  at  least  six  clips  that 
shaw  a  range  of  work  to,  Cynthia 
Todd,  director  of  recruitment,  St.  Louis 
Post-Dispatch,  900  North  Tucker  Bou¬ 
levard,  St.  Louis,  MO  63101. 

The  application  deadline  is  February 
19,1999. 


THE  EVANSVILLE  COURIER  &  PRESS  is 
a  brand-new  Indiana  newspaper  with 
a  150  year  tradition  (circ  74K  AM, 
107K  Sunday).  With  a  completely 
redesigned  and  energized  product, 
we're  looking  for  enthusiastic,  pro¬ 
fessional,  people-oriented  journalists 

I  with  fresh  ideas  to  embrace  positive 
change  and  editorial  improvement  to 
move  us  to  the  next  level . 

I  SPORTS  EDITOR  -  Need  aggressive 
shirt  sleeve  editor  to  lead  staff  of  ten  in 
covering  all  sports  for  both  genders 
with  a  focus  on  local  sports,  high 
school  and  college.  Must  be  skilled  in 
editing  and  layout  and  design.  Must 
have  minimum  of  five  years  writing/ 
editing  experience. 

BUSINESS  EDITOR  -  Need  aggressive 
business  type  with  interpersonal  skills 
to  develop  and  maintain  contact  within 
a  booming  local  business  environment 
(Toyota,  AK  Steel,  Bristol-Myers 
Squibb,  Whirlpool,  Alcoa,  General 
Electric).  Seeking  excellent  writing  and 
editing  skills  and  some  OPS  design 
skills.  Must  have  a  minimum  of  three 
years  business  writing/editing  experi¬ 
ence. 

ASSISTANT  METRO  EDITOR  -  Need 
seasoned  writer/editor  to  lead  a  staff 
of  1 8  reporters  to  enhance  a  com- 

I  pletely  redesigned,  all-new,  all-local 
section  of  our  newspaper.  Staff  com¬ 
prised  of  seasoned  veterans  and  eager 
newcomers. 

All  positions  offer  competitive  com¬ 
pensation  and  an  excellent  benefits 
package  to  include  flexible  benefits 
plan,  pension,  thrift  and  401  (k)  plans, 
stock  purchase,  and  mare. 

Please  send  resume  in  confidence  to  J. 
Bruce  Baumann,  managing  editor, 
Evansville  Caurier  &  Press,  P.O.  Box 
268,  Evansville,  IN  47702  or  E-mail  to 

jbruce@evansville.net 


_ EDITORIAL _ 

THE  TRIBUNE  has  a  high  energy 
newsroom  in  the  competitive  Phoenix 
area.  Last  year,  we  won  AP  Arizona's 
top  three  awards  for  metro  papers.  The 
Arizona  Newspaper  Association  also 
awarded  the  paper  its  top  awards, 
including  general  excellence.  If  you 
have  the  experience  and  skills  ta  help 
our  100,(XX)  circulation  daily  in  one  of 
the  following  positions,  send  your 
portfolio  to  Jim  Ripley,  managing 
editor,  1 20  W.  First  Avenue,  Mesa,  AZ 
85210.  E-mail:  jripley@aztrib.com 

METRO  EDITOR.  Oversee  the  Tribune's 
newsgathering  staffs  and  be  respansi- 
ble  for  the  daily  local  report.  Candi¬ 
dates  must  be  fiercely  competitive, 
skilled  at  generating  stories  and  story 
packages  and  editing  them  into  A-1 
quality,  and  experienced  enough  to 
coach  line  editors. 

ASSOCIATE  EDITOR-SCOnSDALE. 
Work  closely  with  our  Scottsdale 
editor,  managing  staff  and  generating 
the  daily  report  for  this  edition. 

CITY  REPORTER.  At  least  one  year 
experience  covering  city  issues  is  pre¬ 
ferred.  We're  looking  for  an  enterpris¬ 
ing  reporter  who  can  dig  deep,  think 
critically  and  produce  stories  with 
relevance  to  readers'  lives. 

BUSINESS  WRITER.  Business  is  our 
second  front  and  local  business  and 
financial  stories  compete  for  A-1 .  You 
should  have  at  least  two  years  report¬ 
ing  experience,  the  ability  to  break 
stories  and  take  them  beyand  the  num¬ 
bers. 


THE  TUSCALOOSA  NEWS,  a  40,000 
daily  owned  by  The  New  York  Times 
Co.  in  the  home  of  The  University  of 
Alabama  and  Mercedes-Benz,  has 
openings  (or  the  following  positions: 
COPY  EDITORS  -  Strong  editing  and 
language  skills  essential  along  with  a 
1  knowledge  of  QuarkXPress  and  Word, 
I  and  have  a  good  background  in  page 
I  design. 

I  REPORTERS  -  Professionals  who  can 
repart  accurately  and  quickly  and  write 
compelling,  interesting  and  entertain¬ 
ing  stories.  Send  resume  and  clips  to 
Bruce  Giles,  executive  editor.  The 
Tuscaloosa  News,  P.O.  Box  20587, 
Tuscaloosa,  AL  35402. 


TRIAD  BUSINESS  NEWS,  the  NC  Pied¬ 
mont  area's  established  business 
weekly,  is  looking  for  an  editor.  This  is 
the  top  editorial  position  at  the  news¬ 
paper,  reporting  to  the  publisher. 
We're  looking  for  a  candidate  who 
knows  news  and  who  understands  busi¬ 
ness.  The  editor  must  have  the  energy 
to  motivate  and  manage  a  diverse  and 
talented  staff  of  reporters,  the  knowl¬ 
edge  to  work  with  a  seasoned  copy 
desk,  the  talent  to  make  the  product 
look  great  and  a  visible  presence  in 
business  community  activities.  A  mini¬ 
mum  af  three  years  editing  experience 
at  a  weekly  or  daily  required.  Please 
reply  in  canfidence  with  examples  of 
work,  resume,  recent  salary  history 
and  cover  letter  to: 

Publisher 

Triad  Business  News 
P.O.  Box  18249 
Greensboro,  NC  2741 9 


MARKETING 


CHICAGO  SUN-TIMES 

RESEARCH  MANAGER 

We  are  seeking  an  experienced  Research  Manager  to  provide  the  Chicago 
Sun-Times  with  primary  and  secondary  research  data  to  support  sales  and 
marketing  initiatives  and  to  supervise  our  research  team. 

Your  leadership  role  will  be  vital  in  providing  effective  support  data  to  assist 
us  in  building  revenue  growth,  increasing  share,  and  facilitating  strategic 
planning.  The  outstanding  candidate  will  possess  the  ability  to  design, 
implement,  and  analyze  primary  research  including  perception/awareness 
studies;  the  ability  to  manage  competitive  media  measurement  activities  and 
make  recommendations  to  sales,  marketing  and  executive  management; 
source  relevant  secondary  research,  especially  in  the  area  of  economic, 
category,  and  industry  trending;  utilize  various  appropriate  PC  systems  and 
programs  to  maximize  the  data  analysis  and  application,  assist  sales  staff 
with  the  interpretation  and  strategic  application  of  data  for  client  presen¬ 
tations,  and  build  and  maintain  a  thorough,  up-to-date  and  easily  accessible 
library  for  market  research  data  and  sources. 

Qualified  candidates  must  possess  a  Bachelor's  degree  in  marketing  with 
statistics  or  related  disciplines;  a  minimum  of  5  years  experience  in  related 
research  roles  as  well  as  experience  with  primary  research  development, 
analysis,  implementation,  and  vendor  management.  Computer  literate  with 
data  base  management  and  PC  application  skills,  excellent  oral  and  writ¬ 
ten  communications  and  ability  to  handle  multi-projects  on  a  timely  basis. 

If  you  are  looking  for  a  great  opportunity  to  work  with  one  of  the  nation's 
I  fastest  growing  newspaper  companies,  send  your  cover  letter  and  resume  to; 

VP  Sales  &  Marketing 
Chicage  Sun-Times 
401  North  Wabash  Avenue,  Suite  100 
Chicago,  IL  60611 

No  phone  calls,  please  EOE 


50 


EDITOR  II  publisher  /  FEBRUARY  6,  1999 


www.mediainfo.com 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mecliainfo.com  •  micheiea@mediainfo.com 


jCLAaSlEJED _ 


HELP  WANTED 


_ EDITORIAL _ 

UNIVERISTY  OF  SOUTHERN  California 
seeks  journalist  to  cover  medical  stories 
at  its  busy  Health  Sciences  Campus, 
which  includes  5  hospitals,  more  than 
$100  million  in  research  and  1,200 
full-time  faculty.  Must  be  a  clear, 
accurate  writer  who  can  develop 
creative  angles  and  turn  out  interesting 
copy  in  a  hurry.  Offered  as  a  full  time 
or  part  time  position  (60  percent)  to 
allow  a  working  journalist  to  continue 
freelancing.  Full  benefits  (including  tui¬ 
tion  remission)  and  a  competitive 
salary  offered.  Fax  resume  and  writing 
samples  to  -  Brenda  Maceo,  (323) 
442-2832.  Or  E-mail: 

maceo@hsc.usc.edu 


WANTED:  Sports  writer  for  daily  in  the 
Southern  California  desert,  with  beat 
including  two  high  schools  and  o  jun¬ 
ior  college.  Recent  graduates  con¬ 
sidered.  The  Desert  Dispatch  is  a 
6,000-circulation  daily  witn  a  36,000- 
circulation  Sunday  edition  published 
jointly  with  the  Daily  Press  of 
Victorville.  Send  resume,  clips  and 
cover  letter  to  Merrill  McCarty,  1 30 
Coolwater  Lane,  Barstow,  Ca  923 1 1 . 


WEBMASTER 

Develop  and  maintain  site  for  com¬ 
munity  newspaper  group.  Work  from 
your  location  with  a  full-time  web 
editor  and  part-time  staff  at  our  site. 
Send  particulars,  including  compensa¬ 
tion  info  and  links,  to: 

newsjobs@aol.com 


WCX)D  Magazine 
“How-to”  Editor 

WCX5D  magazine  is  seeking  an  expe¬ 
rienced  woodworking  editor  with  5+ 
years'  related  writing  experience  to 
produce  how-to  project  stories  from  con¬ 
cept  through  completion.  Candidates 
shall  have  technical  writing  ability  with 
a  consumer  focus  and  proven  experi¬ 
ence  with  woodworking  machinery 
and  terminology.  Location  -  Des 
Moines,  lA. 

For  more  information  on  this  opportunity, 
visit  our  career  site  at  www.meredith.com 
or  call  the  Job  Line  at  (888)  424-2562. 

Send  cover  letter,  resume  and  samples 
to  D.  Newmann,  Meredith  Corpora¬ 
tion,  Staffing  Services  Department  459, 
1716  Locust  Street,  Des  Moines,  lA 
50309-3023,  Fax  -  (51 5)  284-2958. 

EOE 


EMPLOYMENT  SERVICES 

LOOKING  FOR  WORK  or  a  better  posi¬ 
tion?  We  can  help  at  no  cost  to  you. 
Contact  Jerry  Turner  at  Paper  People, 
E-mail  iturner@mmind.net  or 

Phone  or  fax  (91 8)  542-8861 


_ MAILROOM _ 

FAMILY  OWNED  PM  DAILY  (AM 
Weekend).  Average  23,500  circula¬ 
tion.  New  facility  coming.  Manage 
department.  Run  and  maintain 
upgraded  Mueller  227  1 0  pocket  and 
other  equipment.  Great  opportunity  in 
great  college  town  -  Bowling  Green, 
KY.  Mark  VanPatten  (502)  783-3259. 


_ PHOTOGRAPHY _ 

j  THE  GALION  INQUIRER  currently  is 
looking  for  a  photographer.  Experi¬ 
ence  is  helpful,  but  not  necessary.  The 
Inquirer  publishes  six  days  a  week  and 
provides  the  perfect  opportunity  for 
those  who  want  to  get  their  foot  in  the 
door  at  a  small,  family  owned  com¬ 
munity  newspaper. 

I  Send  resume,  work  samples  and  a 
I  cover  letter  to  -  Crystal  Hatfield,  editor, 

I  The  Galion  Inquirer,  P.O.  Box  648, 
Galion,  OH  44833-1 927. 

PUBUC  RELATIONS 

PUBLIC  RELATIONS  POSITION 
(FOR  FORMER  LEGAL  WRITER) 
BASED  IN  ATLANTA,  GEORGIA 

This  is  a  full-time  Account  Executive 
position  (no  freelancers,  please)  in 
I  Atlanta  for  a  public  relations  agency 
;  that  deals  exclusively  with  attorneys. 

I  We  need  a  journalist  with  background 
I  in  covering  courts,  especially  civil 
I  cases.  Must  be  able  to  quickly 
!  synopsize  complex  legal  documents, 

'  especially  complaints,  me  ideal  candi¬ 
date  will  have  at  least  2  years  of  full 
time  daily  reporting  experience  with  a 
professional  news  organization.  A 
major  portion  of  this  position  involves 
pitching  story  ideas  to  the  national 
media. 

We  are  looking  for  a  high-energy,  self- 
motivated  individual  who  wants  to 
become  a  publicist.  The  job  is  20%  writ¬ 
ing  and  80%  pitching  news  stories. 

Salary  depends  on  experience.  When 
responding  to  the  ad,  please  indicate 
how  many  trials  you  have  covered  and 
what  types. 

Fax  resume  to  (404)  633-8440  or  call 
Brenda  Fontaine  at  (404)  633- 1 055  or 
E-mail  to:  McFontaine@aol.com 


I  _ PREPRESS _ 

PRODUaiON  MANAGER 
i  i 

'  We  are  a  ZONE  1 ,  seven-day  daily  ! 
newspaper  seeking  an  accomplished  | 
production  manager.  Operations  ! 
include  electronic  pre-press  to  full  ■ 
pagination,  printing  on  a  Goss- 
Urbanite  Offset  press  and  mechanical  j 
inserting  on  Muller  227's. 

We  are  looking  for  a  “hands  on”  j 
leader  who  will  be  responsible  for  all  | 
areas  of  production  including  pre¬ 
press,  pressroom,  mailroom/inserting 
and  building  management.  Priorities 
are  to  achieve  consistent  on-time  [ 
performance  while  maintaining  a  high  : 
level  of  print  quality.  Qualified  candi-  , 
dates  must  possess  strong  communica-  i 
tion  and  technical  skills,  the  ability  to  | 
develop  and  implement  training  and 
machinery  maintenance  programs. 

I  Other  duties  will  include  pagination 
1  management,  press  layout  configura- 
j  tions,  efficient  scheduling  of  all  produc- 
;  tion  departments,  newsprint  manage- 
:  ment  and  waste  control,  supplies 
purchasing  and  cost  containment  in  all 
departments.  PC  skills  for  budget  prep- 
i  orations,  inventory  management,  track-  i 
!  ing  of  statistical  production  data,  etc.  | 
are  a  must!  You  will  need  good  inter¬ 
personal  and  team  building  skills  while 
working  in  a  union  environment. 

We  offer  competitive  wages  and  bene¬ 
fits  with  excellent  opportunity  for  ■ 
j  career  growth  within  our  own  organi-  | 
I  zation.  Please  send  resume  with  salary 
i  requirements  and  references  to  Box 
I  08754,  Editor  &  Publisher. 


FAX  your  od  to 
212  4929  ♦1259 


PRODiXmON/TECH 

NIGHT  PRODUCTION  MANAGER 

The  Times  Newspaper  is  seeking  a 
Manager  to  oversee  our  night 
Mailroom  (10  p.m.  -  6  a.m.)  opera¬ 
tion.  Qualified  candidates  must  have 
previous  proven  manufacturing  man¬ 
agerial  experience  and  the  ability  to 
supervise  and  work  with  a  large  staff. 

The  position  requires  an  individual  with 
strong  leadership  and  excellent  people 
skills,  while  being  able  to  meet 
deadline  goals  and  maintain  a  clean, 
safe  work  environment. 

We  offer  a  competitive  salary  and 
benefit  package.  Pre-employment 
physical  which  includes  drug  screen 
prerequisite  for  employment.  For  con¬ 
sideration,  please  send  resume  and 
salary  history  to: 

Personnel 
The  Times 
500  Perry  Street 
P.O.  Box  847 
Trenton,  NJ  08605-0847 

An  Equal  Opportunity  Employer 

SALES 

CO-OP  SALES  MANAGER 

Large  shopper  in  metro  NYC  needs 
sales  oriented  CO-OP  manager.  Join 
our  team  and  the  growth.  Compensa¬ 
tion  bonus  plus  benefits.  Send  resume 
to  CEO,  101  Executive  Blvd.,  Elmsford, 
NY  10523. 

Fax  (91 4)  592-4570. 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 
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CLASSIFIED  ADVERTISING 
INFORMATIDN 


POSITIONS 

WANTED 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 


Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

POSITIONS  WANTED 

(includes  online  posting) 

(includes  online  posting) 

1  week . 

. $11.75 

1  week . 

. $5.50 

2  weeks  . 

. $10.35 

2  weeks  . 

. $4.60 

3  weeks  . 

. $9.05 

3  weeks  . 

. $3.80 

4  weeks  . 

. $7.85 

4  weeks  . 

. $3.40 

ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 


1  week . 

. $10.10 

2  weeks . 

. $8.90 

3  weeks . 

. $7.80 

4  weeks . 

. $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 

DISPLAY  AD  RATES 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 


1  week . 

2  weeks 

3  weeks 

4  weeks 


$121  pci 
$110  pci 
$104  pci 
$100  pci 


PAYMENT 

Make  check  payable  to  Eclltor&  Publisher 
or  charge  to  your  American  Express. 
l^3SterCard  or  Visa.  Please  supply  name 
■bSSh  on  card,  account  number,  expiration  date 
and  card  holder's  signature. 

Please  note:  International  ads.  new  accouids  and  positions  wanted  ads  must  pre-pay. 

TO  PLACE  AN  AD 

Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information;  1 .  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  wvwv.mediainfo.com 

Please  contact  us  for  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
eileenl@mediainfo.com 


VISA 


OUESTIDNS? 

VOICE:  (212)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


ADMINISTRATIVE 

20  YEARS  EXPERIENCE  as  GM/ 
Publisher  with  weekly,  monthly  and 
niche  publications  seeks  challenging 
new  position  in  California.  Let  me  help 
solve  your  operations,  PR.  soles  man¬ 
agement,  marketing  problems.  New 
product  experience.  High  energy,  low 
maintenance.  Ready  to  work.  Reply; 
swh436@aol  .com 

CURRENT  PUBLISHER  OF  weekly 
group  of  eight  looking  for  new 
challenge.  Small  daily/large  weekly 
group  preferred.  Over  30  years  expe¬ 
rience.  Strong  advertising  and  bottom 
line.  Confidential.  Reply  to  Box  08752, 
Editor  &  Publisher. _ 

General  Manager  of  successful  lifestyle 
magazine  seeks  to  relocate  out  West. 
Wifi  consider  all  opportunities.  Reply  to 
Box  08738,  Editor  &  Publisher. _ 

PUBLISHER/GM  -  Daily  to  30,000  or 
Mid-to-large  weekly.  Community 
oriented  Publisher.  Strong  advertising 
I  background.  Motivator,  trainer,  bottom 
I  line  achiever.  Reply  to  Box  08727 
Editor  &  Publisher. _ 

PUBLISHERS  CONSULTANT  -  Avail¬ 
able  for  short  or  long-term  projects,  or 
for  problem  review,  analysis  or  direct 
management  assistance.  I  work  as  the 
publisher's  right  hand.  Experienced  in 
both  quick  turnaround  techniques  and 
in  achieving  long-range  goals.  Able  to 
develop  or  simply  implement  new 
policies  to  solve  revenue,  distribution 
or  content  problems  by  department,  or 
for  overall  problem  solving.  Skilled  in 
training  ad  rep,  rep>orting  staff,  circula¬ 
tion  and  management  personnel.  All 
services  confidential.  Call  Michael  Bra¬ 
dley  at  (508)  563-2835  or  E-mail: 
mbradley@capecod.net 

I  WEEKLY,  daily,  shopper,  business 
journal,  magazine.  Need  a  communi¬ 
ty-minded  publisher  who's  had  success 
in  any  kind  of  print?  (630)  262-9512. 

WELL-ROUNDED  GM  seeks  new  posi¬ 
tion  with  a  growing  company.  Worked 
in  all  sizes  and  positions  of  shoppers 
and  weeklies.  Will  relocate. 

Marty  (602)  667-6401 

ADVERTISING 

AD  SALES,  1 2-^  years  experience  selling 
space  for  major  newspapers.  Primarily 
national  travel  accounts,  hove  done  other 
categories.  Prefer  NY-NJ  area  but  willing 
to  relocate. 

Call  (732)  727-9345  or 
E-mail  sinhow@aol.com 


I  EXPERIENCED  ADVERTISING  DIREQOR 
I  with  major  media  corporation  back- 
{  ground  available  for  the  most  challenging 
work.  Exceptional  candidate  with  multi¬ 
newspaper,  multi-market  experience  has 
the  tools  to  make  significant  accom¬ 
plishments  for  the  right  employer.  Prefers 
competitive  market  with  a  supportive, 
proactive  upper  management  demeanor. 
Looking  for  a  long-term  relationship. 
Desire  to  relocate  out  of  the  Northeast. 

Call:  (914)  278-4051  r1westen@aol.com 

HIRE  A  WINNER!  Recently  retired.  35 
years  of  sales  experience  at  same 
paper.  Background  includes  classified, 
retail,  casinos  and  majors.  Seeks  posi¬ 
tion  in  Zone  4.  Call  Bob  at: 

(609)484-8621 


_ CIRCUIATION _ 

CIRCULATION  MANAGEMENT.  Dedicated 
experienced,  promotion  minded  pro¬ 
fessional  seeks  position  at  quality,  small  to 
medium  sized  daily  or  group.  “Hands  on” 
leader  with  solid  credentials,  a  sense  of 
direction,  true  people  skills,  and  a  love  for 
the  business.  Available  immediately.  Send 
replies  to  Box  08755,  Editor  &  Publisher. 

PROVEN  CIRCULATION  SALES  pro¬ 
ducer  with  several  years  of  advertising 
sales  experience  seeks  small  to  medium 
size  newspaper  or  trade  publication 
(Zones  7,8,9)  Growth  objective.  Call  Matt 
(907)  694-7635  or  E-mail: 

matman@mtaonline.net 

EDITORIAL 

A-1  SPORTS  EDITOR/REPORTER  will 
energize  your  staff.  Small  town  to 
metro,  this  guy  can  do  it  all.  West 
Coast  preferr^  (319)  354-2433: 
_ GCarByposs@ool.com _ 

EXPERIENCED,  VERSATILE  TV  COL¬ 
UMNIST  and  reparter,  with  extensive 
prafessional  background  covering  tele¬ 
vision  and  media.  More  than  five  years 
as  regular  TV  critic  for  two  major 
dailies;  more  than  1 2  years  as  reporter 
and  correspondent  for  same  papers. 
Seeking  full-time  position  covering  TV- 
media  beat  for  metropolitan  daily.  Will¬ 
ing  to  relocate.  Strong  pop  cultural 
sense  and  vaice.  Diverse  credentials, 
references,  clips  available  upon 
request.  Coll  (801)533-2120. _ 

FREELANCE  BUSINESS/TECHNOLOGY 
writer  seeks  news  and  feature  assign¬ 
ments.  Visit  www.biztekwriter.com  or  E- 
mail  clweciver@reporters.net  or  call  (904) 
761  -9072.  No  work-for-hire. 

HAPPY  to  fill  your  gap  in  designing, 
editing,  even  reporting!  Journalism  BA 
equivalent.  Fax  (253)  568-2738. 

SKILLED  FREELANCE  EDITOR  ovailable 
for  projects  from  books  to  Web  con¬ 
tent.  Contact  merzouga@yahoo.com 

WE'RE  BEING  SOLD,  and  this  high- 
performing  cohesive  news  team  wants 
to  go  together.  Top  editors,  line  editors, 
copy  editors,  reporters  -  as  many  as  8 
experienced  news  men  and  women. 
We  have  88  years  of  collective  experi¬ 
ence  award  winners  all.  Our 
specialty  is  revitalizing  low-performing 
newspapers.  Team  functions  best  in 
highly  competitive  market.  Send 
inquiries  to  Box  08751,  Editor  &  Pub¬ 
lisher. 

FINANCE 

AnENTION: 

EXECUTIVE  SEARCH  FIRMS, 
RECRUITERS  &  CHAINS 

FORMER  GANNEH  CONTROLLER, 
victim  of  an  acquisition  by  cnhi,  seeks 
opportunity.  Ten  years  experience  as 
controller  and  eighteen  years  in  the 
industry  including  all  facets  af  accaunt- 
ing.  Experience:  supervising  ten  full 
timers  and  two  part  timers  (including 
IS),  Veteran  of  two  successful  computer 
conversions,  and  total  responsibility  for 
A/P,  A/R,  GL,  payroll,  F/A,  EOM  clos¬ 
ing,  capital  and  annual  operating 
budget  submissions. 

Telephone:  (217)  442-6813 
E-mail:  rmoore50@worldnet.att.net 

TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 
Targets  newspaper  travel  sections! 

Jeff  (973)  575-1005 
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stateline 

Continued  from  page  8 

1  of  The  Washington  Post  spoke  warily  of  the 
;  trend  at  the  University  of  Denver  in  March 
?  1997.  “If  devolution  proceeds,  as  I  think  it 

{  will,  and  the  coverage  of  state  government 
does  not  get  more  serious  and  substantive 
;  ...  the  next  generation  of  reporters  is  going 

to  have  something  like  what  gave  the 
muckrakers  at  the  turn  of  the  last  century 
their  great  opening  —  scandal  upon  scan¬ 
dal  of  unexamined  government  decision¬ 
making  and  the  most  corrupt  use  of  money 
witnessed  in  this  century,”  Broder  said. 
“You  put  that  much  power  and  that  much 
money  in  the  hands  of  people  who  essen¬ 
tially  know  they  are  not  being  watched  at 
all  and  this  is  guaranteed  to  happen.” 

Fouhy  notes  that  the  tenure  of  reporters 
in  statehouse  beats  is  getting  shorter,  as 
well  as  those  of  the  lawmakers  they  cover. 
This  poses  another  disadvantage  for  re¬ 
porters;  “Because  of  term  limits,  the  main 
institutional  memory  in  state  capitals  is 
not  the  veteran  legislator,  or  the  veteran 
journalist,  but  the  veteran  lobbyist,” 
Fouhy  says.  Worse,  lobbyi.sts  outnumber 
reporters  by  the  hundreds.  Georgia  has 
1,000  registered  lobbyists  but  only  five 
full-time  statehou.se  reporters. 

Stateline.org  is  a  bid  to  level  the  play¬ 
ing  field  a  bit,  by  providing  an  indepen¬ 
dent  source  of  data.  Although  anyone  can 
access  Stateline,  users  who  register  as 
journalists  get  pages  with  links  to  .statisti¬ 
cal  data,  drawn  from  the  U.S.  Census 
Bureau  and  other  government  sources. 
Some  of  the  material  isn’t  available  else¬ 
where  on  the  Web. 

For  example,  education  reporters  can 
look  up  the  average  annual  salary  of 
teachers,  per-pupil  student  spending,  state 
property  tax  collections,  and  statewide 
gaps  in  per-pupil  spending.  The  page 
allows  a  user  to  get  the  information  for 
any  state,  or  to  compare  data  for  any  four 
states  in  one  query. 

“The  one  thing  —  the  only  concern  we 
have  is  that  our  information  is  accurate,” 
Gibbons  says.  “We  know  that  if  you  bum  a 
journalist  with  inaccurate  information,  he’s 
not  going  to  be  inclined  to  come  back.” 

Stateline’s  five  staff  writers  file  daily 
stories  on  key  topics  —  welfare  reform, 
health  care,  utility  deregulation,  educa¬ 
tion,  and  taxes  and  budgets.  “Rather  than 
cover  all  50  states,  we  decided  to  pick  up 
issues  that  were  common  to  all  50  states,” 
Gibbons  says.  The  topics  were  chosen 
from  a  survey  conducted  last  summer  of 
more  than  100  statehouse  reporters.  Other 
topics  may  be  added  to  the  mix  later. 


The  site  also  links  to  stories  from  other 
newspapers  on  the  selected  topics,  and 
provides  a  roundup  from  1 14  newspaper 
Web  sites,  updated  daily  at  1 1  a.m.  And 
there  are  links  to  related  organizations 
and  areas  where  reporters  can  post 
queries  to  experts.  “We  are  trying  to  do 
some  of  the  things  reporters  don’t  have 
time  to  do  themselves,”  Fouhy  says.  Hi 

Seattle 

Continued  from  page  14 
were  511  morning  and  1,166  evening 
papers,  vs.  705  morning  and  816  evening 
titles  in  1997. 

The  jointly  named  Sunday  edition  is 
produced  by  the  Times,  except  for  three 
editorial  and  feature  pages  from  the  Post- 
Intelligencer.  It  sells  504,000  copies.  The 
Times  already  publishes  in  the  morning  on 
weekends  and  holidays. 

The  103-year-old  Seattle  Times  Co., 
which  also  owns  dailies  in  Walla  Walla 
and  Yakima,  last  year  acquired  the  Guy 
Gannett  papers,  headed  by  the  Portland 
Press  Herald,  in  Maine. 

Under  the  16-year-old  JOA,  the  Times 
controls  advertising,  production,  distribu¬ 
tion,  and  marketing  for  both  papers.  While 
the  owners  .split  the  profits,  the  newspa¬ 
pers  compete  for  readers.  Hi 


A  former  judicial  colleague  called 
Judge  Bea  “One  of  the  best  on  the  bench,” 
but  another  respondent  portrayed  him  as 
“arrogant,”  “sexist,”  “obnoxious,”  and 
“extremely  biased,”  while  a  third  attorney 
ranked  him  “at  the  bottom  for  judicial 
temperament  and  bias.  Lawyers  in  the 
know  avoid  him  if  at  all  possible.” 
Winokur  also  quoted  Bea  as  retorting: 
“No  one  accuses  me  of  mediocrity.  It  is 
either  high  prai.se  or  high  dudgeon.” 

in  the  Recorder  series,  Bea  got  a  gen¬ 
erally  unfavorable  review  from  the 
anonymous  sources,  who  depicted  him  as 
“arrogant,”  biased  on  behalf  of  plaintiffs, 
and  “just  going  through  the  motions” 
since  being  passed  over  for  a  federal 
judgeship.  Bea  replies,  “My  plate  is  full 
and  1  love  what  I’m  doing.” 

Kassman  also  claims  in  the  suit  that  co¬ 
operating  in  the  series  would  have  violat¬ 
ed  the  state’s  Business  and  Professional 
Code  by  wrongfully  besmirching  a  sitting 
judge.  He  further  asserts  that  the  Recorder 
breached  a  contract  with  him  by  terminat¬ 
ing  him  without  “good  cau.se.”  Damages 
are  sought  “according  to  proof.” 

Neither  Graham  nor  the  Recorder'^ 
attorney,  Jeffrey  Wohl,  would  comment 
on  the  suit,  citing  company  policy  on 
pending  litigation.  Hi 


Firing 

Continued  from  page  18 
ond  memo,  drew  on  an  article  in  the  pub¬ 
lication  The  Hockey  News,  which  chose 
five  “underperforming  players”  and  ex¬ 
plained  why  they  fell  short.  “...[A|re  they 
the  MOST  underperforming  players  in 
the  league?”  Graham  asks.  “Maybe, 
maybe  not.  It  does  not  purport  to  be  sci¬ 
entific.  ...  And  it’s  a  good  story.  ...  And  I 
don’t  find  it  ...  irresponsible.  Don’t  tell 
me  that  sports  is  entertainment  and  what 
we  cover  is  much  more  serious,  more 
important.  Given  the  power  that  judges 
hold  over  lawyers  and  citizens,  it’s  all  the 
more  reason  to  shed  some  light  on  the 
weak  links  in  the  chain.” 

Last  December,  the  San  Francisco 
Examiner  published  a  four-part  .series  eval¬ 
uating  “the  strengths  and  weaknesses”  of 
judges  in  the  local  municipal  and  Superior 
courts.  Naming  judges,  the  stories  by  .staff 
writer  Scott  Winokur  resulted  from  a  sur¬ 
vey  of  4,738  lawyers,  who  were  asked  to 
rate  the  judges  on  six  criteria,  including 
their  grasp  of  the  issues  and  knowledge  of 
the  law,  handling  evidence,  degree  of  bias, 
and  ability  to  communicate.  IH 


Rapprochement 
between  AMA, 
former  editor 

The  former  editor  of  the  Journal  of  the 
American  Medical  Association  (JAMA) 
who  was  fired  for  publi.shing  a  what-is- 
sex  survey  that  coincided  with  President 
Clinton’s  impeachment  hearings  has 
reached  an  agreement  with  the  AMA. 

Dr.  George  D.  Lundberg  and  the  AMA 
issued  a  statement  la.st  week  .saying  they 
“resolved  substantive  differences.”  Under 
the  agreement.  Lundberg  will  be  able  to 
contribute  articles  to  the  prestigious  med¬ 
ical  journal. 

Lundberg  was  fired  Jan.  15  by  AMA 
president  E.  Ratcliffe  Anderson  Jr.  after 
publishing  a  survey  of  college  students’ 
attitudes  toward  sex.  Anderson  says  the 
survey  inappropriately  interjected  the 
AMA  into  a  political  debate. 

The  survey  showed  59%  of  college  stu¬ 
dents  questioned  in  1991  didn’t  consider 
oral-genital  contact  as  having  “had  sex.” 

Others  in  the  medical  profession  de¬ 
cried  the  firing,  saying  it  damaged  JAMA’s 
credibility  and  editorial  independence. 
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by  Allan  R.  Andrews 


Too  dovout,  or  not  devout 
enough,  to  cover  religion 

Inside  journalism,  when  our  critical  about  airplanes?  Build  computers  to  more  likely  to  ask  the  kinds  of  questions 
words  are  turned  against  ourselves,  we  report  about  them?  Practice  medicine  to  that  satisfy  reader  curiosity, 
tend  to  speak  with  a  forked  tongue.  write  about  healing?  Be  a  parent  to  This  doesn’t  mean  the  reporter  should 
Forget  for  a  moment  that  readers  find  us  report  on  child  care?  Become  a  priest  to  be  ignorant  or  lazy  (though  the  profession 
less  than  credible.  We  hardly  are  credible  analyze  celibacy?  seems  to  have  engendered  such  attitudes 

within  our  own  profession.  We  are  told,  for  One  of  Journalism’s  attractions  is  the  as  a  form  of  creative  reporting).  The  best 
example,  that  objectivity  and  fairness  constant  learning.  A  reporter  assigned  to  reporters  get  more  education  with  every 
demand  that  reporters  who  cover  religion  cover  a  carnival  must  learn  about  the  ways  story  they  write.  Reporting  is  a  path  to 
should  take  care  not  to  express  personal  of  carnivals.  This,  in  fact,  may  be  the  knowledge,  and  the  reporter’s  skill  lies  in 
religious  views.  I’ve  read  articles  in  pro-  genius  of  producing  reader-friendly  news,  communicating  it  to  readers, 
fessional  journals  debating,  “Can  religion  A  medical  writer  with  a  medical  degree  With  Internet  skills,  journalists  have 
reporters  be  religious?”  runs  the  risk  of  losing  readers  in  an  never  been  in  a  better  position  to  do  the 

Similarly,  journalists  are  told  they  can-  avalanche  of  argot.  A  lawyer  who  covers  research  required  to  educate  themselves, 
not  take  sides  on  political  issues.  One  lead-  the  Supreme  Court  faces  a  danger  of  writ-  Sadly,  many  editors  persist  in  the  notion 
ing  Was/j/ngron  Post  editor  boasts  he  hasn’t  ing  legale.se  over  the  heads  of  readers,  that  reporters  spend  too  much  time  in  front 
voted  in  20  years  so  he  can  maintain  his  We’ve  certainly  seen  technology  reporters  of  computer  screens  “playing  games.” 
political  objectivity.  scurrying  to  explain  the  Journalism  does  such  a  poor  job  of 

Out  of  the  other  side  informed  Internet  to  willing  but  reporting  on  the  military  and  religion, 

of  our  mouths,  however,  naive  readers.  among  others,  because  journalists  are  dis- 

we  often  chide  ourselves  but  nsiVG  reporter  Most  editors  would  couraged  from  learning  the  subjects,  and 

for  not  being  close  agree  it’s  absurd  and  many  editors  reinforce  the  forked-tongue 

enough  to  what  we  are  jS  more  likely  counterproductive  to  approach;  They  demand  stories  without 

covering.  For  example,  demand  reporters  be  allowing  reporters  the  time  for  research, 

nationally  syndicated  tO  ask  the  kinds  religious  before  assign-  Small  newsrooms  especially  would  rather 

columnist  Molly  Ivins  ing  them  to  a  religion  impose  story  quotas  than  give  writers  time 

recently  suggested  jour-  Of  CJUeStionS  readers  story.  Why,  then,  does  to  research  their  stories.  When  costs  are 

nalists  do  a  terrible  job  military  experience  sud-  too  high,  professional  development  is 

reporting  on  the  military  Want  anSWered.  denly  become  a  “sine  often  one  of  the  first  items  cut  from  the 

largely  because  so  few  qua  non”  for  reporting  newsroom  budget. 

have  served.  The  implication  of  her  argu-  on  our  nation’s  military?  Such  a  demand  If  many  religious  leaders  had  their  way, 
ment  —  she  notes  that  most  current  con-  strikes  me  as  equally  absurd.  only  true  believers  would  cover  religion, 

gressional  seats  are  held  by  nonveterans  Newspapers  made  similar  mistakes  in  If  many  military  leaders  had  their  way, 
—  is  that  one  can’t  cover  soldiers  without  the  ’6()s  and  ’70s  when  editors  frequently  only  graduates  of  the  service  academies 
having  experienced  military  life.  insisted  civil  rights  issues  could  only  be  would  cover  the  military. 

Incidentally,  by  her  own  logic  and  adequately  covered  by  African-American  But  a  reporter  steeped  in  these  topics, 
despite  her  political  science  experience,  reporters.  The  net  impact  was  to  commu-  though  not  necessarily  experienced  or 
Ivins  thus  disqualifies  herself  from  mill-  nicate  that  civil  rights  was  a  uniquely  specially  trained,  has  deeper  affinities 
tary  coverage.  I  have  had  several  colonels  black  problem.  But  as  we  know,  such  was  with  the  larger  reading  audience.  Remem- 

look  me  in  the  eye  and  say  I  can  never  not  the  case,  and  interestingly,  some  of  the  bering  that  our  freedom  is  only  as  good  as 

understand  “the  life.”  best  reporting  on  civil  rights  came  from  the  freedom  of  our  least  sophi.sticated  cit- 

Something  similar  persists  in  sports  the  pens  of  nonblack  journalists.  izen-reader,  journalists  should  resist  such 

journalism,  where  impression  is  that  no  A  renowned  psychologist,  before  he  experience-elitist  attitudes.  At  the  same 
one  ever  wrote  a  decent  baseball  story  would  consent  to  be  interviewed,  once  time  we  must  insist  that  reporters  have  a 
who  didn’t  hit  a  home  run.  Television  asked  me  how  much  1  knew  about  psy-  built-in  compulsion  to  acquire  as  broad  a 
sports  news  encourages  the  attitude  by  chology.  He  wasn’t  trying  to  be  evasive,  range  of  knowledge  as  possible  and  pass 
hiring  former  players  and  coaches  —  he  quickly  noted.  He  just  wanted  to  gauge  some  along  to  readers. 

many  inept  as  journalists  —  to  explain  the  level  at  which  he  should  answer  ques- - 

televised  games  to  viewers.  tions.  Nevertheless,  there  was  a  hint  the  Andrews  is  an  executive  news  editor 

Where’s  the  truth  in  these  assump-  interview  would  proceed  more  smoothly  for  The  Stars  and  Stripes,  Wash- 

tions?  Am  I  alone  in  the  conviction  that  had  I  held  a  Ph.D.  in  psychology.  ington,  D.C.  This  piece  is  adapted 

journalism  remains  a  field  for  the  “last  Not  so,  I  would  argue.  In  fact,  an  from  The  American  Reporter 
generalists”?  Must  one  be  a  pilot  to  write  informed  but  somewhat  naive  reporter  is  (http://www.american-reporter.com). 
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